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The consistently smart pace Tweedie styling 

has set is but one of the dominant reasons 

=a Sic.  \ Why merchants call it the line that sells with 
ML: full profit season after season. 
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VOICE of the TRADE 


JOHN SLATER, at the New York 
State Shoe Retailers’ Association 
convention, said: 

“Styles come and styles go and 
season after season it is difficult to 


we 


— 
~ 


follow the mandates of fashion; and 
what we would call stylish on one 
person (who has charm and per- 
sonality) would be incongruous on 
another. 

“A style is either correct or defi- 
nitely incorrect. Style and Fashion 
must not be confused. As an ex- 
ample—high front footwear was 
the important fashion of the past 
year. The adaptations of the fash- 
ion, or the styles derived from that 
fashion—were in many cases mani- 
festly wrong. A case in point was 
the walled last, which was well 
placed as a low-heel spectator sports 
tvpe of footwear, but other inter- 
pretations brought about a con- 
glomeration of styles which were 
most unsuccessful promotions. 

“Can we say ‘the whims of 
women are never mild’ but good 
taste continues nevertheless? 

“Green, light brown, yellow and 
purple are quoted colors for the 


high style branch of footwear next 
Spring, but beware how you treat 
these shades as there is a red flag 
before everyone. 

“Style is the proper rendition of 
Fashion. The danger of style is its 
perversion and exaggeration, so the 
danger point of style is the misin- 
terpretation of fashion. 

“Buyers must remember to be 
heedful not to overload their stock 
with high style footwear. Caution 
rather than optimism is_ highly 
recommended, as it is much easier 
to let oneself in than to get from 
under if you are overbought.” 


* * * 


THE Duke and Duchess of Wind- 
sor command a fashion leadership 
throughout the world that is the 





most amazing continuity of fashion 
originations that were attached to 
his name when he was the Prince 
of Wales and her name when she 
was considered one of the best shod 
women in the world. 

Now the fashion world is looking 
to the Duke and Duchess for new 
motifs. At the official dinner at the 
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Paris Exposition, the Duchess wore 
a tailored dark-blue redingote, a 
small blue felt hat with a band of 
red ribbon around her head tied in 
a bow in back of her hair, beige 
suede gloves with stockings to match, 
dark-blue shoes with slender straps 
across the instep. 

When they come to America they 
will be the cynosure of all eyes. 





IN the headlines! Myron D. Wolf, 
president of the Consolidated Shoe 
Company of Cincinnati, was quoted 
in the New York Times as favoring 
“a provision under Section 336 of 
the 1930 Tariff Act which would re- 
quire that duty on the Czecho- 
Slovak shoes be computed on the 
value of similar merchandise made 
in the United States, to be deter- 
mined by a commission.” 

He furthermore said: “The pro- 
posed treaty would permit the sale 
of Czecho-Slovak shoes here in the 
$2.00 range, while current labor 
costs, together with social security 
and other taxes, bring American 
shoes up to the $3.00 range. 

“The Bata interest of Czecho- 
Slovakia have already opened a 








: 
| 
| 
it 
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chain of eleven stores in Chicago, 
and confirmation of the proposed 
trade pact would probably stimu- 
late the opening of such chains in 
New York and throughout the 
United States. One American mail 
order house has already placed an 
order with the Bata factory for 
650,000 pairs of shoes to be sold 
at $1.87, although another mail 
order organization has declined to 
handle the product. 

“Czecho-Slovak shoes are pro- 
duced at a labor cost of 11 cents a 
pair, compared to a cost in the 
United States ranging from 25 to 
30 cents for comparable merchan- 
dise. While up to now, shipments 
of Czecho-Slovak shoes to the 
United States have been confined to 
women’s shoes, the Bata factory also 
makes men’s shoes, which would 
probably be shipped here if the 
treaty goes into effect.” 








HERE SHOULD BROADEN OUT. 


Old King Cole WAS a merry old soul, 
With accent on the WAS: 

He gets no kick from his pipe and bowl, 
And here, Old Top, is the cause: 

It’s just like this, in the olden day 
Before Cole took the gout, 

He kicked and danced in a gleeful way 
As his granddads did, no doubt; 

But now the joints in both his feet 
Are puffed like basket-balls, 

Yet Cole wears shoes that are slim and 


neat 

With stiff, unyielding walls! 
So, when Cole’s fiddlers, Pete and Rhett, 

Play tunes as in the past, 
They say, “Ah, ‘tis his worst day yet,— 

Methinks it is the LAST!” 

J. Eow. Turrr. 
* Z * 


MORTON HACK, D.S.C., son of 
Nathan Hack of Detroit, Mich., re- 
lates a story that is so good that it 
merits repetition: 

Sholem Alechem, who has been 
called the Yiddish Mark Twain, 
wrote a story about a poor, be- 
fuddled tailor’s apprentice who, 
after many years of making pants 
in his employer’s shop, finally man- 
aged to secure the commission to 
make a coat. This was strictly a 





BOOT AND SHOE RECORDER, October 16, 1937 





$ 








—Up to the beginning of the 
World War, production was the 
chief concern of the consumer 
goods industries. 

—The consuming public wanted 
things, and still more things; and 
factories were working full time 
to supply a constantly increasing 
demand. 

—Then came the War— 

—And tremendous expansion in 
production facilities— 

—With plenty of capital available 
to build factories and still more 
factories. 

—And now we find ourselves 
struggling with the problem of 
distribution. 

—How to get more things to more 
people in order to keep peo 
working, wheels turning and ol. 
lars rotating. 

—Bankers were liberal with mone 
to promote production; but will 
they lend money to promote 
distribution? 


—Try and get it. 


—That's one of our toughest prob- 
lems these days. 


Ze 6 Toh. 


President 





private business deal, having noth- 
ing to do with his employer and 
was to be done in his spare time. 
The poor apprentice was in ecstasy. 
Perhaps out of this might arise his 
own business. He’d show them that 
he was good for something besides 
making pants. As he worked on the 
job, he would tell his wife what a 
wonderful coat he was making. 

“You'll see, I’m no longer a cob- 
bler but a real craftsman.” 

Finally came the great day when 
the coat was to be finished and ready 
for the try-on. Alas and alack, it 
turned out to be a pair of pants! 





THE hit of the Albany convention 
of the New York State Shoe Re- 
tailers’ Association was when. toast- 
master Ernest A. Beaumont asked 
the Albani Quartet to sing their 
latest composition—a part of which 
we give: 


“You men all know T. Arthur Cohen; it 
long has been a riddle, 

Why * smany's handsome shoeman, his 
name parts in the middle; 

And when you go to Arthur’s place, your 
bankroll gets a sock 

He takes the gold from out your teeth 
along with Dr. Locke. 


“The biggest man in shoes today is 
‘Honest’ John J. Slater. 

He’s chairman of the big State Board, 
a Franklin D. Dictator. 

If a go into “Honest John’s’ a pair of 


oes to buy. 
He'll sock you "just 200 bucks and never 
bat an eye, 


‘We notice Johnny Laycock’ shere. He's 
always busy plannin’ 

Where he can plant another store to sell 
more shoes for Hanan 

He was the first vice- president, and 

T ar = ~% th Th 
‘Oo pu is bunch upon the map. e 
job he did was swell. 





“The hardest worker here tonight you 
know as Chase. 
He’s yee of this group, a man you 
can’t re 

But if fon want to make him giad, just 
ask about his boy 

For Jack is just about the grandest lad, 
his father’s pride and joy. 


“Leo Gardener, oe treasurer, though 
honest as the su 

He cannot serve ‘without a bond. He 
can’t have any fun 

Let’s put him in the cabinet, to help our 


Franklin 
Balancing up that budget, certainly a 
great job would be. 


“Jess Patton from Schenectady has many 
wealthy clients, 
own among the district as the 
‘smallest’ of the nts. 

It’s good to see Mott Highey here, in 
much improved condition 

For Jess has now regained his health in 
spite of his physician. 


“We notice Arthur Phelan here, your 
handsome president 
8 oo the camera town he is a 


ent. 
The ae otphe Menjou of the trade, they 
our him in his clothes 
only rival’s Merton Smith, as every- 
body knows. 


“The man who is responsible for 
speeches short and long 

Is Erme Beaumont, ee man, look 
out for Erme’s gong. 

A quiet unassuming man and we would 
ike to state 

He'd make a darned good president in 


“Erne Park from Syracuse has made a 
reputation 
He has the finest retail store in this or 
any nation. 

Next year you meet in Syracuse for your 
—s State convention 

e finest ——. up to date is Erme 

Thre s intention 








BOOT AND SHOE RECORDER, October 16, 


THE best story at the Albany con- 
vention was by that famous racon- 
teur, Jesse Adler: 

A merchant was teaching his son 
the final art of salesmanship. He 
said: “Now my son, we come to the 


LADY~ DON'T YOU FLINCH ? 


- subject of flinching.” The boy 
asked: “What’s that got to do with 
the business?” “Well, my son, when 
the customer has been fitted with 
glasses you state the price: ‘The 
cost is $12.00’ If she doesn’t flinch, 
quickly add—‘For the frames.’ Then 
if she doesn’t flinch, say: And 
$12.00 for the lenses.’ And if she 
still doesn’t flinch—‘For each.’ 

“That, my son, is the art of 
flinching.” 


THE Associated Press says: 

“Prices of prime beef cattle, mov- 
ing steadily upward for four 
months, have reached the point 
where a farmer with three finished 
animals can take them to market 
and get enough money to buy a 
new automobile, tractor or mechan- 
ical corn picker and have some left 
to put in the. bank. 

“It is not uncommon these days 
at Chicago stockyards for a single 
animal weighing upwards of 1300 
pounds to bring as much as $250, 
the highest price in 18 years and 
almost double the amount the 
farmer would have received a year 
ago. Back in 1933 the same animal 
would have brought somewhere 
around $95.” 


* * 


LOUIS I. Weitzman of the Weitz- 
man Shoe Company, Newark, N. J., 
has posted on his desk the follow- 
ing from the Aug. 29, 1936, issue 
of the Boot anD SHOE RECORDER: 


“THE STEPCHILD DEPART. — 


MENT in the SHOE STORE: In a 
large number of shoe stores, the 
children’s business is a sort of a 
stepchild. Nobody really: loves it 
and we often find the youngest, 
least experienced sales person not 
only in charge of the stock, but also 


1937 


doing most of the selling as well. 
We older and smarter folk just 
haven’t the time to fuss with it; 
seems to be the general though un- 
expressed attitude.” 

In reply he says: “Did you ever 
stop to realize how many pairs of 
shoes parents buy, for their child 
until the child becomes three years 
of age? The first year usually. four 
or five pairs are bought; the second 
year, six to eight pairs, and the 
third year, also about six to eight 
pairs. Not because they wear them 
out, but simply because the little 
feet grow so fast in the first three 
years, that they very seldom wear 
them out, but simply outgrow 
them.” 

Perhaps if more retailers would 
abandon the stepchild attitude to- 
ward their children’s business and 
strive seriously to develop its sales 
possibilities, they would find it a 
more profitable field than they have 
heretofore realized. 

* * 


HERE are sixteen reasons why a 
salesman is _ successful—as_ sub- 
mitted by Joseph V. Guilfoyle, sec- 
retary of the Southern California 
Retail Hardware Association: 

1. He has a steady eye, a steady tongue 
and steady habits. 


2. He understands men and can make 
himself understood by men. 


3. He turns up with a smile and stil) 
siniles if he is turned down. 


4. He strives to out-think the buyer 
rather than to out-talk him. 


wm > 


5.. He is silent when he has nothing to 
say and silent when the prospect has 
something to say. 


6. Ke keeps his word, his temper and 
his friends. 

7. He takes a firm interest in his firm’s 
interest. 


8. He knows that he is looking out for 
own interest by looking out for his pros- 
pect’s interest. 


9. He wins respect by being respect- 
able and respectful. 


10. He can be courteous in the face of 
discourtesy. 


11. He has self-confidence, but doe- 
not show it. 


12. He laughs at a little run of bad luck 
and sees to it that he never has another 
through his own fault. 


13. He knows that he cannot expect to 
sell every prospect. but that he can come 
very near to selling every one. 

14. He has no habit that can possibly 
make his presence at all offensive to the 
most particular prospect. 

15. He-avoids discussion of the tactic~ 
of a competitor, politics or religion. 


16. He is a thorough gentleman, first. 
last and all the time. 








"She really takes a larger size but she's afraid it might break his jaw." 
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With white suits in: Bermuda—all white shoes, 
colored shoes and ng ream white’s share the 
onors. 








All-white essential sandal 
with open toe and closed 
heel. <A cruise design bv 
Berté Shoe Styles in 
Hunt-Rankin Bucko. 





Stressing importance of 
color trim on white specta- 
tor shoes. A design by As- 
sociated Stylists, Inc., for 
Ohio Leather Co. 


Slacks need slack shoes and play patterns will 
be important in cruise promotions. 





For travel and comfort on side trips the 
calf spectator type. A design by Mabel 
Winkel in A. C. Lawrence Buccaneer. 





NEW CROP 


NOW, with their Summer sunburn barely 
peeled off, people are beginning to think about 
Winter vacations again. Cruise promotion is 
almost perpetual motion these days. Manufac- 
turers are working now on resort patterns .. . 
another six weeks and there'll be a new crop 
of cruise shoes coming up in the stores. 

One thing is certain . . . the sandal will again 
be supreme . . . and for two good reasons. 
Women like the frivolity and femininity of the 
sandal . . . that’s the fashion reason. And 
women’s feet feel easier in sandals . . . that’s the 
comfort reason. 

As one of our shoe friends put it, “Feet swell 
better in a sandal!” Important as that is in a 
Summer shoe, it’s doubly important in a Winter 
holiday shoe, because a transition from a cold 
climate to a warm climate can turn an A width 
customer into a C width wearer overnight! 








Emphasizing the dark open shoe to be 
worn with prints. A design by Berte 
Shoe Styles in Eagle Ottawa dull pate 


OF CRUISE SHOES 


Time to plant ideas for 


Winter Vacation Footwear 


Surprise of last year’s Winter resort season, as you 
well remember, was the way women wore high-heeled 
sandals with everything from slacks to evening clothes. 
The news pictures came through from Bermuda and 
Florida showing girls in denim pants with 20/8 heels 
on their shoes. Nobody knows just what prompted 
this peculiar and contrary notion. But we have our 
own theory. We say not enough gay, smart, and well- 
made shoes were shown on low-heel lasts. 

Judging from the advance collections we have seen, 
special emphasis is being placed this year on low- 
heeled “play” sandals . . . shoes to wear with shorts, 
slacks, and informal sports cloths. California manu- 
facturers are cleaning up on shoes of this sort. One 


Pointing to sandalized pumps 

for dressy wear. A design by 

Lorman, shown by Lucius 
Beebe. 





RUTH HARRINGTON 


Accenting the ombré note 
for afternoon and eve- 
ning. Design by Mrs. 
Cate, of Brown, Hutch- 
inson Co. Shoe in Carr 
Leather Co. buck. 


photographs by ARTHUR O’NEILL 


Bermuda Suit Picture opposite, cour- 
} tesy of Crown Ravon Fabrics. 


The two beachwear photos, courtesy 
of Bonwit Teller. 


Western firm has started a factory over the border in 
Mexico for the making of glorified huaraches. And an 
Eastern firm has brought back several novel ideas from 
the European Riviera, including the play shoe with the 
clog-like cork sole that lifts the foot several inches off 
the ground. 

When you plan on resort shoes for this season, save 
part of your budget for play shoes of this sort. If we 
let women wear their regular high-heeled sandals with 
their play clothes, then we’re missing a chance for 
extra pair sales. Another conspicuous development of 
the past resort season was the prominence of color. 
The all-white shoe is still basic, continues as the back- 
bone of selling, but it takes colored shoes to complete 
the picture. The touch of color contrast on spectator 
lypes is expected to register even more next season, with 
brown, blue, black, and rust trims indicated in the order 
named, while in dressier types, bright novelty color 
touches and ombré trims are shown. 

Printed shoe materials go in for color in a big way. 
From both the high fashion and the volume stand- 

[TURN TO PAGE 38, PLEASE] 


At least one pair of bathing shoes travels in 
every cruise wardrobe. 





SELLING 


THE modern theory in shoe store window display is 
to make every window do a definite selling job. This 
theory contrasts sharply with the old order of things 
when a window was simply an exhibition of shoes, a 
picture or catalog as it were, of what the store had in 
stock. Of course, there are still a great many windows 
of that type, for the number of retailers who realize 
the tremendous possibilities of window promotion and 
make the best possible use of their windows is rela- 
tively few. But each season one sees more and more 
shoe windows with a real selling plan and purpose 
back of them, and it is clear that the trend is decidedly 
in that direction. 
Certainly the men’s shoe business needs that sort of 
promotion, for despite the fact that men are becoming 
more shoe conscious, the great majority are inclined 
to be careless about their footwear and satisfied if 
they have enough pairs in their wardrobe to “get by” 
and pass inspection reasonably. There is still a tre- 
mendous task of education facing men’s shoe merchants 
if they are really to succeed in teaching men an appre- 
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MEN THE SHOE 


ciation of what it means to be well shod. 

Obviously there is no better way to undertake this 
work of education than through the windows of men’s 
shoe shoes. As a rule, men are interested in visual 
displays. They like to look at things themselves, rather 
than mere pictures of things, and a window display that 
tells a dramatized story can be counted on to command 
attention. Show a man use of the goods, and he is 
much more likely to be impressed than if he is merely 
given a display of merchandise to look at. 

For quite a number of years, the shoe trade has been 
hearing about what constitutes a proper men’s shoe 
wardrobe, so that the idea has become well established 
in the thinking of most shoe merchants. But they should 
remember that to many men, indeed to the majority, it 
is still a comparatively new idea and one that calls for 
a lot of promotion before the average man can be 
persuaded that he really ought to have an assortment 
of shoes for different purposes and occasions, instead 
of just the few pairs that constitute the necessary mini- 
mum. 
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Left: “Geuting’s Select 
a Basic Shoe Ward- 
robe.” An interesting 
men’s Fall window 
display in which this 
famous Philadelphia 


tailed description will 
he found in accom- 
panying article. 


Right: Another win- 
dow display based on 
the men’s shoe ward- 
robe ide idea and ‘ead te by 
Sak’s Fifth Avenue, 
New York. Note the 
stick, umbrella, golf 
club and tennis rack- 
et, introduced to sug- 
gest the use of vari- 
ous styles and types 
cers. Luggage pro- 
an _ interesting 
peg display medium. 


Window Displays That Help to Promote Increased Volume by Suggest- 


ing the Use of Various Types of Shoes Form One of the Most Convincing 
Sales Arguments Merchants Can Use to Impress Male Consumer. 


WARDROBE IDEA «+ « « 


Here we illustrate two windows that were 
planned with the shoe wardrobe idea as the 
central selling theme, one by Geuting’s in 
Philadelphia and the other by Saks Fifth 
Avenue, New York. The Geuting window 
formed part of that store’s promotion of 
National Men’s Shoe Week, the cooperative 
movement sponsored by Boot AND SHOE 
RECORDER to start the Fall shoe selling sea- 
son on men’s shoes with a concerted effort 
to sell men the idea that “A Man Is as 
Smart as His Shoes.” 

Use of plate glass, both for the shoe 
stands and for the signs carrying the mes- 
sages “National Men’s Shoe Week,” “A 
Man Is as Smart as His Shoes” and 
“Geuting’s Select a Basic Shoe Wardrobe” 


Ai dss tt Ghd . is Bestita Secon Sea Bhp, was one of the interesting construction fea- 
Boylston Street, that gets over the idea of style, as well as comfort tures of this window display. The front 
and correct fit. This is the men’s portion of one of three traveling part of the window was grouped apart and 


dis eal he East, Mid-West 
ee at Fe apanioy. ws By [TURN TO PAGE 36, PLEASE} 














MARY B. FINLEY 


A CAREFUL observation of consumer buying habits 
reveals the fact that there has been a definite trend 
affecting the children’s shoe business. Customers are 
becoming more conscious of the importance of fitting 
their children properly. Good lasts and patterns, de- 
signed with an eye to the needs of feet still in the forma- 
tive stage, are gradually but inevitably replacing ill- 
fitting models. The public is becoming wary of ex- 
treme styles, trick patterns and poor or even danger- 
ous constructions; it is demanding a product not only 
“all right” and “harmless,” but beneficial and calcu- 
lated to aid the growing foot. 

Why this sudden interest on the part of consumers 
in children’s shoes? Mothers instinctively tend their 
children carefully, they have made a science of feeding 
them, watching calories and vitamins to ensure a well- 
balanced diet; they have taken infinite precautions 
against possible disease and infection, submitting them 
to vaccination, inoculation, and allergic tests; they 
have selected schools, neighborhoods, playmates after 
a careful weighing of their relative possibilities. Is it 
strange, then, that they should focus their attention on 
their children’s clothing and particularly on their 
shoes? Is it not more strange that they have not done 
so before? 

Mrs. Mary Brouwer Finley, of the S. J. Brouwer Shoe 
Co., Milwaukee, an authority on the subject, at the 
recent Styles Conference pointed out some of the 
sources of this increased interest in shoes. “It isn’t 


shoe men alone with bona fide and so-called ‘health 
shoe’ advertising, that have awakened the public,” said 
Mrs. Finley. “Home magazines are carrying more in- 
telligent and interesting articles on the subject of correct 
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PUBLIC DEMANDS 
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Sieliesle, Magazines, and Shoe Stores Them- 
selves Are Teaching Parents the Necessity 
of Eternal Vigilance in Watching the Growth 
and Development of Juvenile Feet. 


Summarizing a Recent Address 


by MARY B. FINLEY 
Of S. J. Brouwer Shoe Co., Milwaukee 





dress, foot care and good shoes. Demands are being 
made to school boards and city health departments for 
instruction in posture and foot care to prevent the 
appalling conditions found in recent surveys.” 

The comparatively recent education of mothers along 
this line has accomplished one worth while end—it has 
made them aware of the dangers of ill-fitting shoes, of 
the innumerable ailments, discomforts, and abnor- 
malities directly traceable to this source. It has proved 
to these women, intelligent, clear-thinking individuals, 
that they need not be limited to the feet, but that they 
may involve almost every organ in the body. In the 
light of this new knowledge it would be surprising if 
the consuming public did not demand a better made, 
better fitting product. 

What does this mean to the retailer and the manu- 
facturer? According to Mrs. Finley, more intelligent 
interest is being centered on the children’s shoe busi- 
ness today than on either the men’s or the women’s 
fields. It means more thoughtful selection of lasts and 
patterns, more careful attention to the advantages and 
disadvantages of the various processes for manufactur- 
ing children’s shoes, more thorough knowledge on the 
part of the retailer and his salesmen, more considera- 
tion given to keeping in stock well-made, well-designed 
shoes, a greater effort to fit each pair of small feet with 
the correct last, and an elimination of “over-the-coun- 
ter-selling.” 

The retailer must be in a position to give the cus- 
tomer what she demands, not only in merchandise, but 
in information as well. She is beginning, to quote Mrs. 
Finley again, “to ask many questions, more intelligent 
questions, to recognize leathers for their merits, and to 
appreciate quality.” The retailer cannot satisfy her 
with half-accurate information any more than he can 
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BETTER CHILDREN’S SHOE FITTING 


with a poorly made product. She is in a position to 
know what she wants and to demand it. To overlook 
this or to try to oppose it would be as ridiculous as 
attempting to stop the tides of the ocean, and about as 
effective. 

The retailer no longer has the excuse that the cus- 
tomer wants the impossible. Whatever may have been 
the case in previous years, today children’s shoes with 
better tread, broader shanks and well-balanced heels 
are on the market and are easily accessible to anyone 
who takes the trouble to look for them. Mrs. Finley 
mentioned some of the important points of the new 
scientifically designed shoe: “Insoles which do not 
force the fatty pad areas on children’s feet to change 
abnormally. Shoes should permit the feet to function 
freely. Insoles should be shaped to conform to the sole 
contour of the normal growing foot. Insoles should 
have gradual curves giving no undue pressure on any 
one part of the weight-bearing area of the sole. Chil- 
dren’s shoes should be made without gadgets of a so- 
called corrective type.” The importance of permitting 
joints to articulate normally was stressed. 
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How a Mid-Western Shoe Store Devised 
a Simple System to Serve the Double Pur- 
pose of a Customer Follow-Up and Sales 


Record for Future Reference. 


CHECK 
And 


DOUBLE CHECK?! 


store in a large Mid-Western city installed a new mer- 
chandising system to be used in both the men’s and 
women’s departments. At that time his thought was 
to “double check” his records with confirmatory evi- 
dence often omitted by the regular routine. By means 
of it he desired, more than anything else, to secure the 
correct name and address of every customer making 
a shoe purchase in the store. Its use as a mailing list 
was obvious from the start. This information more than 
paid for its slight installation cost and low. maintenance 
expense by securing repeat sales and extra business. 

His experiment has developed many aspects indis- 
pensable to the operation of his store. To understand 
these, let us attempt to gain a working knowledge of 
how his system functions. Suppose we visit this store, 
situated in the downtown shopping district. Both men’s 
and women’s shoes are sold here at prices ranging from 
$6 to $12. When a potential buyer comes into the store, 
his feet are “ped-o-graphed,” that is, placed separately 
on the charted form (see illustration) which is kept 
in the fitting stool box. 

By blocking out the outline of each foot with a pencil, 
the fitter can determine not only the overall length of 
the foot, but also the measurement from the heel to the 
ball, together with the toe length and the approximate 
width of the ball and the heel. He can now decide in an 
intelligent fashion the proper last as well as the size 
needed. Name, address, and telephone number are 
filled in, and after a purchase is made the date, stock 
number, amount of purchase, and the salesman’s num- 





FIVE years ago, the office manager of a retail shoe 
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Form used for foot imprint and record of sale. 


ber are added. The file card attached to the chart carry- 
ing the foot imprint is then detached and filed away for 
reference. 

If, at the end of a year’s time only one purchase has 
been made, an inquiry card is sent out to the customer. 
If no reply is received, it is removed from the active file. 

Let. us now consider some of the advantages of this 
type of set-up. Its use for advertising and as a direct 
mail medium is obvious. Its value as a source of cor- 
rect names and addresses is one which must not be 
overlooked, taken from the viewpoint of the advertis- 
ing manager. It is significant that the newspaper which 
carries most of this store’s advertising recently spent 











| 


Future purchases are entered on the file-card, making it 
a complete individual customer record. 


several hours in research with these cards as a means 
of determining what sections and what areas produced 
the greatest sales volume. 

How is this system of use to the fitting department? 
It is possible to build up a personal following by means 
of the possibility of knowing the customer’s name and 
spelling it correctly, and by means of checking fitting 
decisions with previous ones, thus making sure that the 
customer is being properly fitted. Mail orders can be 
filled correctly with much convenience and satisfac- 
tion on the part of the customer. Moreover, customers 
appreciate the interest shown by the maintenance of a 
personal record, a factor which cannot be overlooked. 

The complaint and adjustment department finds this 
file an invaluable asset. It enables the determination 
without a shadow of a doubt of the date on which a 
returned shoe was purchased, by whom it was fitted, 
and the quantity, and type of all previous fittings. It 
provides a basis on which to work out an honest, fair 
adjustment for both the customer and the store. As a 
result, the weekly report of the adjustment department 
now includes an accurate estimate of losses incidental 
to complaints. It classifies definitely the cause of the 
complaint, thereby fixing responsibility. 


BRUT the most important function of the store affected 
by the use of this file is merchandising. The card in the 
file becomes an X-ray with which to diagnose the con- 
dition of the store. The general office record is the 
stethoscope. No longer is the shoe dealer satisfied with 
a stethoscope examination, the Saturday night gross in- 
ventory hastily made on a piece of wrapping paper torn 
off the roll on the counter and containing only a listing 
of sizes, a cash balance, a wholesale accounts budget, 
and size ups. Today’s routine is parallel in fundamentals, 
but is improved to meet modern demands of style, fit- 
ting, and price competition. The stethoscope is no 
longer sufficient; the X-ray is necessary as a double 
check. 

The buyer and store manager must know not only 


what is on his shelves, but also what should be on his 





BOOT AND SHOE RECORDER, October 16, 1937 







shelves, and what should be in his cash register. The 
orthodox and accepted records are not complete unless 
they include customer information. Checking and re- 
checking this data, together with the operating records 
of sales slips and inventory figures allows planning with 
knowledge to take the place of guessing with opinion. 

The value of this system as a means of diagnosis is 
easily demonstrated. Let us pull 100 cards from the 
center drawer of the cabinet which, in five years, has 
grown from a single drawer to 24 drawers comprising 
the active file. What do we learn? First that this repre- 
sentative assortment of 100 customers purchased a total 
of 213 pairs of shoes, or a little better than 2 pairs of 
shoes to each customer over a five-year period. This 
average is not good for a nationally advertised product, 
especially when the product is a recognizedly good one. 
This low repeat-sales ratio can be traced to two con- 
clusions: 

1. The store’s location secured much transient busi- 
ness. 

2. Managerial weakness in training sales effort to 
secure refittings and mail resales. 


AVERAGING 213 pairs of shoes at current retail prices 
gives us a result of $7.74 per pair. This high average 


has been made possible partly because all of the fitters 
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A typical size chart showing how sizes and widths were 
distributed on 213 pairs recorded in sales file. 


sell on a straight commission basis. In the past, when 
salary and commissions were paid, a much lower price 
average existed. However, stock inventories show a 
slightly higher accumulation under the straight com- 
mission plan. 

We find that 55 out of the 100 cards show double pair 
sales— 


2 show 5 pair sales. 


2 “ 6 “ 6“ 
l 6 7 66 “ 
l “ 8 “ 6 
1 “cs ll “ 6“ 
] 6“ 12 “ “ 


37 “ 1 “ “ 
[TURN TO PAGE 38, PLEASE] 
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COURAGE or cowardice—which? Courage to mind 
your own business, fight your own fight and live a life 
of continuing interest in your public, your community 
and your country? Or a life of fears and all the evi- 
dences of cowardice that tear down a public, a com- 
munity and a country? 

We are indebted to Jesse Adler for a superb story 
told at the Albany convention: 

Abu Ben Abdul was a beggar of Bagdad. He sat at 
the city gate crying: “Alms, for the love of Allah. Alms, 
for the love of Allah.” A horseman rode down on the 
city and cried: “Begone, beggar, begone. The beggar 
asked him his name. He said: “My name is Plague. 
I’ve come to slay 3000 souls.” He entered the city and 
4500 died, including Abu Ben Abdul’s wife and mother. 
The beggar was wailing at the gate when the horseman 
rode out of the city. The beggar cried: “Plague, you 
lied.” “No, beggar, I slew but 3000. My brother 
Fear killed the remainder.” 

Fears and fright and rumor are of our own making. 
Remember this, always—America has a strong basic 
character. It is fiercely proud of its own capacity to do 
things. It is rarely carried away by the emotion of 
financial hysteria, doubts and delusions. It leaves all 
that to bankers, merchants and word-mongers. 

At this very moment, the length and breadth of 
America, the American public is buying things for its 
own pleasure and use and is willing to work to get 
them. The orderly machinery of education is moving 
millions of children and young people daily into school 
to better prepare the multitude for the living of life. 
The work too goes on, in the fields, in the mines, in 
the forests, in the factories and in the movement of 
goods. 

There is nothing wrong with America. It has its feet 
on the ground and its eyes to the stars. It was recently 
said that Owen D. Young, after a surfeit of city cyn- 
icism, invariably went off for a week to his old home- 
stead in a village in upper New York. There he had 
occasion to commune with men who were slow of 
speech, deep of thought, intensely patriotic and prac- 
tical. On his return to the city, he was refreshed with a 
viewpoint that was intensely American, steeped in the 
character of its normal, natural people. 

You, in your own store, can get that same measure 
of refreshment by being very close to your customers 
at the fitting stool. When John Laycock said, at the 
same Albany convention: “The best part of the shoe 


Get Very Close to the Customer 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


business is its customers, I love ’em,” he conveyed 
the same thought. His point of vision was the point 
of contact. The sincerity of the service given over the 
fitting stool is the real measure of a business. 

Seventy days of shoe selling between now and Christ- 
mas and every one of them should be progressively bet- 
ter. But it is going to take real salesmanship to move 
the goods. The public is demanding more satisfaction 
in footwear. It is demanding a more sympathetic ap- 
proach on the part of the store and the salesman. All 
of the involved machinery of industry, thousands of 
wheels all geared to the point of sale at the fitting stool. 
The live and friendly salesman actually moves all that 
machinery when he sells a pair of shoes over the fitting 
stool. 


THE shoe industry went through the depression with 
its chin up and it must learn to do so in this period of 
intense competition for the American dollar. 

As an industry it is seldom heard in legislative halls, 
crying for succor. An honest, straight-forward craft 
deserves better than the indictment hurled at it that it 
was propagandistic. It honestly presented its case on 
the contemplated reciprocal tariff with Czecho-Slovakia. 
It said: “We are a highly competitive industry, serving 
people with the best and the most for the money, under 
a system of high living standards as compared with 
the rest of the world. We want no foreign agreement 
that opens wide the door to a competition of price 
standards that are so low that we cannot, as an indus- 
try meet them.” 

As an industry, it goes to Washington so seldom for 
anything, that it should be respectfully heard. Certain- 
ly no reciprocal agreement should be written cutting 
our tariff rate, and actually, the rate should be based 
on the selling price of comparative merchandise in 
America. The final outcome should definitely set a 
quota, for that, in the last analysis, is the only real 
check. Consideration also should be given to the fact 
that we buy $25,000,000 worth from Czecho-Slovakia 
and they in turn buy less than $5,000,000. The balance 
in trade is already lop-sided. Certainly, an American 
industry that makes so much in numbers of pairs and 
gives so much intrinsic value per pair, deserves a con- 
tinuance of its high character of business dealing. 
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GOODYEAR 


HEEL 
mL 


SELL 
SHOES 


MORE PEOPLE WALK ON 


GOODYEAR 


WINGFOOT 


@ Shoes fitted with either of 
these two handsome Good- 
year Heels possess an added 
sales appeal. 


Customers like the trim, 
part-of-the-shoe appearance 
of the Goodyear Wingfoot 
and the Goodyear Custom. 
They like the fact that there 
are novisible nail holes. And 
—make no mistake—they 


THE GREATEST NAME 


ammnyyp 
amin 


GOODYEAR HEELS THAN 


HEEL 


like to find the name 


Goodyear. 


They accept “the greatest 
name in rubber” as an add- 
ed assurance of value. 


So it’s easy to see why shoe 
manufacturers gladly pay 
more for these tough, good- 
looking heels. They know 
these heels help you sell 
their shoes! 


ANY OTHER 
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Too Many Merchants Advertise to 
Themselves Instead of to Their Cus- 
tomers and Are Inclined to Tire of 
Their Promotions Just About the Time 
Public Interest Has Been Aroused to a 
Peak — From an Address at the New 
York State Shoe Retailers Association 
Convention 


by F. PAUL RILEY 
Executive Manager, Walk-Over Shoes 


THERE is no one among us who does not enjoy read- 
ing the romance of a successful business. Unfortu- 
nately, however, for only too many of us in the retail 
shoe business, we are sometimes distracted from the 
better job that we might otherwise individually do by 
the vision of the other fellow’s success. Yet every really 
successful retail shoe operation that we know of in 
New York is literally on its own. The successful re- 
tailer may be mindful of the other fellow’s approach, 
but he will not be swerved from the course that he had 
earlier set. He established his business identity by 
the manner of footwear with which he would serve the 
community. His advertising or window displays clearly 
catalog his store in the minds of his prospective cus- 
tomers; otherwise, the purposes of both of those means 
of promotions would be entirely lost—the very pulse- 
beat of the business would not be felt. 

As we see it, he decides upon his approach to volume 
by breaking up his season’s selections into a few 
themes, around which more than a few advertisements 
may be written, or more than a single window display 
planned. He practically “hangs his hat” on that pro- 
gram for the season. His themes may be represented 
by a single pattern bought in more leathers or colors 
than one. The theme may be a group of shoes, of a 
limited heel height range; another group over a single 
featured last, or a group that might easily be dis- 
tinguished by a descriptive name. 

Ever so much more important than what the themes 
of the seasonal promotions may be, assuming they are 
timely, fashion right and reasonably related to the 
history of his business, is the necessity of sticking to 
them everlastingly through the season. We have been 


PLAN A PROMOTION PROGRAM AND 
THEN STICK TO IT 
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F. PAUL RILEY 


told by an authority who has really practiced all this, 
that just about the time he begins to tire of advertising 
any one of a few of the store’s shoe promotions, it is 
generally at the moment of the greatest interest on the 
part of those to whom he was advertising. Entirely too 
many of us advertise to ourselves, or promote contrary 
to what should be expected of us. A single advertise- 
ment of an isolated shoe, or a diversified group of 
shoes, is the most expensive advertising that can be 
bought, for it is generally unproductive. The continuity 
of advertising is what brings out the true effective value 
of advertising, for it may not only serve the means of 
immediate promotion, but for greater importance, its 
form develops character of your store that distin- 
guishes it from that of your competitor. 

At this point I must remind you that I am not at- 
tempting to sell you advertising space, but I am in- 
tending to stress the value of an individualized pro- 
motion plan for your business, that you may create in 
the midst of a confusion of women’s shoe style produc- 
tions. There is a more profitable place for all of us 
in shoe retailing by minding our own business, if we 
will make up our minds what should be ours and then 
train our guns on it. All during this time, the minds of 
those to whom we are advertising are open. Each of 

[TURN TO PAGE 53, PLEASE] 






















D° you want a larger share of the 
potential shoe business in your 
community? Would you like to 
widen your trading area, boost the 
amount of your unit sale, show 
better profits on your operations? 
And do you want to be able to meet 
competition on a basis that gives 
you the edge? Then remodel your 
store with a new Pittco Store Front! 
It will do every one of the things 
for you mentioned above. Maybe 
your store’s appearance doesn’tseem 
as important to you as all that. But 
it is. Thousands of shoe store pro- 
prietors and other merchants have 
proved it. They’ve found out by 
actual experience what a modern 
Pittco Front can do for them. 

Try Pittco remodeling yourself. 
Get the jump on your competitors. 
Consult an architect to assure you a 
well-planned, economical job. Our 
staff of experts will gladly cooperate 
with him in planning a Pittco Front 
to suit your needs. Meanwhile, send 
the coupon for our free book of facts, 
figures and photographs. 
PITTSBURGH TIME PAYMENT PLAN 
Take up to 2 years to pay for your 
new Pittco Front. Pay 20% down, 
the balance out of income. 
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Be sure to see the Pittco Store 


Front Caravan, now on a nation- 


wide tour. Contact our local branch 
for specific information as to when 
it will visit your territory. 


[sat -PITTS BURGH, 
PLATE GLASS COMPANY 












i 
Pittsburgh Plate Glass Company, 
2252 Grant Bldg., Pittsburgh, Pa. 
Please send me, without obligation, your new 
book entitled ‘Producing Bigger Profits with 
Pittco Store Fronts.” 
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SMOOTHING OUT 


MISS MARGARET E. McNEARY 
Adjustment Manager, The Rike-Kumler Co. 


WOMEN’S shoes present the largest problem from 
the standpoint of making adjustment with customers, is 
the opinion of Miss Margaret E. McNeary, for seven 
years buyer of children’s shoes at the Elder & Johns- 
ton Company and for the past 11 years in charge of the 
customer-adjustment department at the Rike-Kumler 
Company, both being leading department stores in 
Dayton, Ohio. 

“If shoe stores took back all the shoes that cause 
trouble to customers,” said Miss McNeary, “they would 
be forced out of business in no time.” 

In discussing the situation with a Boot AnD SHOE 
RECORDER reporter, Miss McNeary indicated that she 
would rather deal with men customers than with women 
because they are more direct and come quickly to the 
point. The latter type are often inclined to try evasion 
and many “little white lies” are told before the truth 
is given. 

“A man does not like to come before a woman to 
discuss his complaints,” related Miss McNeary, “al- 
though I firmly believe that women should carry on 
the adjustment work. Really, though, for the life of 
me, I cannot see any excuse for men’s shoes not being 
fitted properly to the customer. 

“In men’s shoes, the dealer does not have the ever 
changing styles with which to contend as he does with 
women’s shoes. I feel that in most cases where men 
bring back shoes and seek adjustments the fault lies 


COMPLAINTS OF 


CUSTOMERS 


P roper education of the customer as well 
as the salesman has greatly reduced the 
number of complaints in the shoe depart- 
ment of the Rike-Kumler Company, Dayton 


principally with the fitter. There are some salesmen 
who will put any kind of shoe on a man in order to get 
the sale. 

“But our biggest problem is with women’s shoes. They 
are continually changing in styles and lasts and the com- 
plaints we get are usually that they are too short. 
Whether it is the fault of the customer or the fitter is 
hard to determine, although there are many women who 
try to crowd their feet into shoes too small for them 
in order to have ‘dainty’ feet. 

“While we used to have irate customers come in to 
complain of the fit of their shoes, we have few of this 
type today. This is the result of our training school 
for clerks and floor managers. We have educated our 
sales people so that they call the floor manager immedi- 
ately when a complaint is lodged by the customer. 

“The sales person withdraws from the scene com- 
pletely and the matter is then handled by the floor 
manager. If the customer appears to be too unreason- 
able, she is sent to my office, where she receives courte- 
ous treatment. However, the customer does not know 
that she will be given a tactful scolding. Our records 
show that of all our customers only one per cent of 
them are unreasonable in the demands of their com- 
plaints. 

“Our floor managers are our outposts and they work 
under an adjustment supervisor. It is only in extreme 

[TURN TO PAGE 42, PLEASE | 








BOOT. AND SHOE RECORDER, October 16, 


1937 


we 


all 
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Sigfaoy Ludlily 


The WORDS “BENCH BRAND” ARE EQUALLY 
SIGNIFICANT OF SUPER QUALITY. Nearly a 
hundred years ago when we started tanning sole 
leather, we offered our product to the trade as some- 
thing superior. It was instantly recognized as such. 
Sole leather users seeking the maximum value be- 
came large buyers. 

In those days most shoes were hand made. Through 
hand operations a keen sense of sole leather merit 
was developed. There was a “feel” in handling 
which was instructive. It revealed all that sole 
leather should be for best results. In this early 
period of our business the word “BENCH BRAND” 
acquired a meaning among sole leather buyers 
akin to “Hand Picked” to the agriculturist—and 
that meaning has endured. 


It is interesting to observe that the old-time, lay- 
away, vat-tanning vegetable process to which we 
adhere, is still unsurpassed. However, where new 
tanning developments could contribute to quality 
they have augmented our facilities. 


To the high standards of shoe styling maintained 
today, “BENCH BRAND” sole leather lends itself 
perfectly. It easily conforms to the last. It holds a 
fine edge. It helps retain the shoe’s shape. Finished 
natural or otherwise the bottom gains in beauty. 
From a service standpoint it leaves nothing 
to be desired. Men’s shoes bottomed with 
“BENCH BRAND?” sole leather retail at profitable 
prices. 


N.B. . . . It’s an advantage in buying to have the names of 
shoe manufacturers making shoes that carry KISTLER 
“BENCH BRAND” LEATHER SOLES. Write us for them. 


FOUNDED 1840 


| __}-BOSTON- MASS -|__|_|_}_{ | | fj 
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This illustration and the one below gi 
type of window displays used in 
during recent shoe 


Cineinnati Store Holds 
IMPRESSIVE SHOE PROMOTION 


E ight Full Size Windows and Several Smaller Displays Used by Mabley 
& Carew of Cincinnati in Publicity Event to Give Prospective Customers 
a Greater Familiarity with the Store’s Branded Lines 


EN conjunction with the opening of the Fall season in 
Cincinnati, the Mabley & Carew Company put on one 
of the most extensive shoe publicity and promotional 
events that has been held in this part of the country. 
The event was planned and arranged through the efforts 
of Gene Held, shoe buyer at Mabley & Carew, and 
James Stoner, of Peacock Shoes. 

The campaign was built around the idea of making 
the buying public more conscious of the various brands 
of shoes carried exclusively by Mabley & Carew. In 
order to further promote this idea, each line of shoes 
was allotted a display window in the Arcade of the 
Carew Tower. 

There were eight full size windows, each showing a 
varied display of shoes representative of each line, 
and the brand name was prominently displayed. The 
lines presented were Seymour Troy, Peacock, Matrix 
and College Bred, Feature Fashion, True-Poise and 
Style-eez, Caprice and Air-Step and Select Six. The 
small set-in windows between the large windows each 
displayed a pair of glamorous shoes with accessories to 


be used with them, which served to carry the interest 
over to the next window. There is no question but that 
this shoe display, carried out in the finest modern show 
window manner and extending for half of a city block, 
was startlingly unusual and attractive. 

The Mabley & Carew Company have taken on the 
Peacock Shoe Line and promoted them along with this 
event because they felt that it was an ideal time to 
establish this line in the minds of their customers. Mr. 
Held therefore arranged for Mr. Stoner, of Peacock 
shoes, to be present during the opening days of this 
campaign. Advance notices appeared in all of Cincin- 
nati’s papers and there were notices posted on the first 
floor announcing the special display. The elevator 
operators also announced the special display as they 
stopped at the shoe floor and directly in front of the 
elevators was arranged a beautiful and glamorous 
lay-out. 

A runway was placed in the upstairs shoe depart- 
ment and around this runway was grouped the entire 

[TURN TO PAGE 36, PLEASE] 
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CELASTIC BOX TOES FILL THE BILL 





. « « These Ski Boots are built with 
Celastic. Shoes of this type must have 
strong, substantial- toes that will stand 
up under severe conditions and hard 
usage. 


. . « The special toe design of lasts 
over which Ski Boots are made must 
be faithfully preserved throughout the 
life of the shoe. Heavy, double thick 
Celastic boxes fulfill all of these exact- 
ing requirements. 








THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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The new Diamond Brand 
Aluminum Fast Color Eyelets 


have many points of superiority. 
Chief among them are: 
@ ALUMINUM BASE 
@ CELLULOID TOPS 
@ FAST COLOR 
@ ROLL SETTING 
@ NON-RUSTING 


@ DURABILITY AND 
DISTINCTIVE APPEARANCE 





“< My . » 


FAST COLOR EYELET COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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maybe , 


... the youngster wasn’t 
so far off who, when 
asked to name _ the 
seasons, answered . . . 


“JULY, AUGUST and WINTER” 


FALL and 
WINTER Months 


. -. a good long period in which 
to interest your customers in... 
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Suede Dressings 


% 





Tee Best for all suedes 
, as they not only re- 
vive the nap, but 
they add the color 
necessary to keep 
the leather from 
looking faded. 
also 


Cinderella 
Fabric 
Dyes 


... for satin. No come backs when 
these dyes are used for they are 


NON-STREAKING 





Everett & Barron Co. 


Providence, R. I. 
Toronto, Canada 














Bureau of Standards Tests Durability 
of Shoes and Materials 


WasuinctTon, D. C.—What are the essential charac- 
teristics of a serviceable shoe? To what extent is the 
welt shoe more durable than the stitchdown? Are 
fiber counters and toes as durable as those made from 
leather? 

The answers to these and many other questions of 
this nature are being sought at the Bureau of Standards 
which, at the request of the General Federation of 
Women’s Clubs, is working on the preparation of 
standards for women’s leather shoes. 

The method of preparing such standards on the 
basis of construction and material specifications has 
been discarded in favor of developing performance 
tests, the Bureau states, outlining as follows the course 
of its experiments along this line: 

“The wear of the sole and comfort of the shoe as 
indicated by the porosity of the leather are important 
properties for the determination of which the Bureau 
now has adequate tests. Consequently, attention has 
been turned to developing a machine for testing the 
shoe as a whole with respect to its ability to hold its 
shape and resist breakdown. At the present time a 
machine of this kind is in constant operation testing 
shoes to determine the influence of the welt, McKay, 
turn, stitchdown, and cement types of construction on 
the ability of the shoe as a whole to stand up under 
simulated service conditions of flexure and pressure.” 

No results of this work are available at present, the 
Bureau says, but points out that “it represents a start 
in the direction of creating performance tests for an 
article in daily use by consumers. 

Another study of interest to the shoe trade now in 
process at the Bureau is the durability of sole leather as 
determined by actual service tests. 

It was found that glucose and salts added to sole 
leather did not materially influence its wearing quality, 
and that the use of a tanning and filling extract made 
from the waste liquors of pulp mills produced a durable 
leather. ; 

In the course of these studies it was found that soles 
cut from a single bend of leather might vary as much 
as 100 per cent in wearing quality, depending on the 
location on the hide from which they were cut. Thus 
the variation in wear of leathers from a single hide 
is greater than the variation found in leathers made in 
different tanneries. It is not uncommon to find that 
the sole on one shoe wears out twice as fast as the sole 
on the other shoe. 

A laboratory apparatus has been designed and built 
at the Bureau for determining the resistance of sole 
leather to abrasion. The machine and the test pro- 
cedure have recently been so developed that it will be 
only a short time until standards of quality for the 
resistance of sole leather to abrasion will be estab- 
lished for use in specifications. 

[TURN TO PAGE 42, PLEASE] 
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Selling Men the Shoe Wardrobe Idea 


[CONTINUED FROM PAGE 21] 


had no connection with the main dis- 
play. The background was a rich tan 
color with a rosy cast. Lettering was 
either red or yellow on brown. The 
woodwork was all natural pine, shel- 
laced. In addition to the main caption, 
smaller individual showcards were used 
to describe the various shoes as fol- 
lows: “Town and Country Smartly De- 
signed for ‘Casual Lounging;’” “Win- 
ter Weight Weatherproofed for ‘Heavy 
Going;’” “Weejun Leisure ‘Shoe Slip- 
per’ Moccasin;” “Town Oxford for ‘In 
Town’ Occasions;” “Black for ‘Dress- 
up’ Wear;” “Dress Impeccable for Tux 
or Tails.” The following casual show 
cards referred more generally to the 
shoes or their materials; “Geuting Kiug 
Kordovan is ‘Tops’ This Season ;” “How 
About These New Leathers?” “Big 
Brutish He-Man Crepe Soles;” “These 
Sport Types Are Worn the Year 
Round;” “There’s Personality and Color 
in These Distinctive New Patterns.” 

The Saks window was noteworthy 
for the effective use it made of the two 
traveling bags, not only for “atmos- 
phere” and to serve the purpose of dis- 
play stands in a novel way, but also 
to suggest the wardrobe idea. The 
other objects, the golf club, rachet, 
stick and umbrella, likewise served 
subtly to suggest uses of the various 
types of shoes. 

The display from the Stetson store 
in Boylston street, Boston, represents 
a different type of window, in which the 
purpose is to dramatize a particular 
selling argument that is being used 
throughout the advertising of this par- 
ticular line. The walking figure com- 
mands attention instantly and the illus- 
trations at the top of the background, 
give the impression of style as well as 
of comfortable, properly fitted shoes. 


Football Windows in Order 


With the World Series past and the 
football season now in full swing, the 
gridiron sport will doubtless provide 
the inspiration for many an interesting 
men’s shoe window during the next six 
weeks, especially for windows featur- 
ing the heavier types of late Fall and 
Winter shoes, now coming into their 
rightful season. Pennants of the 
schools and colleges whose games are 
of special interest in the locality where 
your store is located, footballs, pictures 
of popular players and blown up pho- 
tos of action shots from gridiron or 
stadium offer splendid material to add 
interest and atmosphere to men’s shoe 
windows at a time when football is a 
major concern in the minds of most 
young men, at least. 

At the recent convention of the New 
York state shoe retailers, held in Al- 
bany last week, Miss Ruth Kerr, style 
analyst of the Calf Tanners Associa- 
tion, spoke of the coming popularity of 
the new ruddy browns and the brilliant 
darker browns for men’s shoes, She 


suggested showing shoes of these colors 
in window displays with the accessories 
that should be worn with them, includ- 
ing neckties, hats, hosiery, etc. In this 
way men can be impressed with the 
style and smartness of these new col- 
ors when they are worn with the acces- 
sories that make them most effective. 
Men, as a rule, are somewhat conserva- 
tive and one of the easiest ways to per- 
suade them to accept a new color is to 
show them just how it fits into the cos- 
tume. 

In planning your future men’s shoe 
window schedule, do not overlook the 
fact that it is about time to give some 
prominence to formal evening footwear, 
including the classic dancing pump of 
patent leather, dull calf or kid. Shortly 
before Thanksgiving is a good time to 
schedule a formal foot wear window 
or at least to devote a prominent sec- 
tion in one of your windows to the dis- 
play of the formal evening types of 
shoes. College and prep school men, 
home for their Thanksgiving holidays, 
will need to replen‘sh their shoe ward- 
robes for the dances and festive affairs 
they will attend during the holiday 
time. The fact that Thanksgiving is 
the first of these holidays makes it a 
particularly appropriate occasion 
around which to plan promotions of 
formal evening footwear for both men 
and women. 


Jung Shoe Co. Changes 
Management 


SHEBOYGAN, WIS.—With the retire- 
ment of Henry Jung, president of the 
Jung Shoe Co. since its organization in 
1892, the Jung Shoe Manufacturing 
Co., a partnership consisting of Otto 
Jung, and his sons, Otto Jung, Jr., 
and Edgard J. Jung, has been organ- 
ized to take over the operations of the 
Jung Shoe Co. and the Sheboygan 
Shoe Co. 

Otto Jung has been secretary-trea- 
surer of the Jung Shoe Co. for the past 
45 years, while Otto Jung, Jr., has 
been connected with the firm since 
1920 and Edgard J. Jung has been 
active in the Sheboygan Shoe Co. since 
1926. 

Under the new management, the 
firms will continue to operate as before. 





Phillips Joins Beers Store 


Emavus, Pa.— Walter M. Beers, 
owner of Beers Family Shoe Store at 
842 Main Street, here, has announced 
that Robert Phillips, well-known shoe 
man from Cleveland, Ohio, has joined 
the staff of his store. 

Mr. Phillips has been prominent in 
the shoe trade for the last 10 years and 
Mr. Beers feels that he is very fortu- 
nate in securing his services for his 
store. 


F. T. North Heads 
Indianapolis Retailers 

INDIANAPOLIS, IND.—F rank T. North, 
advertising manager of the George J. 
Marott Shoe Store, here, has been 
elected president of the Indianapolis 
Shoe Retailers Association. He suc- 
ceeds Carl Parr, manager of the shoe 
department of Sears, Roebuck & Co., 
who resigned. 

Mr. North will serve as head of the 
organization until May, 1938, when 
the next election for the association is 
scheduled. 

The meeting at which he was chosen 
was attended by more than fifty mem- 
bers, representing fifteen Indianapolis 
shoe stores. 

Charles G. Shriner, secretary of the 
Walter T. Dickerson Shoe Company at 
Columbus, Ohio, and Kenneth C. Ran- 
som, educational director of the Co- 
Jumbus firm, were guests at the ses- 
sion. 


Burt’s Open New Store 


BIRMINGHAM, ALA.—Burt’s Shoe 
Store opened recently at 1914 2nd Ave., 
in part of the space formerly occupied 
by the Kress Co, The building was 
remodeled and air-conditioned. 

Manager of the new store is W. E. 
Polley, who came to Birmingham from 
New Orleans, where he managed a 
Burt’s shoe for two years. His assis- 
tant is Joe Orloff, who has been em- 
ployed in a company store at St. Louis. 

Supervising the opening day cele- 
bration was M. E. Bock, district super- 
visor of the company. 

Burt’s Co., which started with a 
single store in Atlanta, and spread all 
over the country, has operated a wo- 
men’s shoe store at 212 20th St., North, 
for several years. 


Impressive Shoe Promotion 
[CONTINUED FROM PAGE 32] 


Peacock line just as it would appear in 
a sample room. Mr. Stoner was present 
with two or three models at all times 
and the shoes were presented on models 
throughout the day. The customers 
were encouraged to use their ingenuity 
in choosing shoes and were permitted 
to pick their own colors, heels, and ma- 
terials. Each order was taken indi- 
vidually and emphasis was placed on 
the fact that any of the shoes were 
available in any size from 1 to 14. 

The buying during this shoe event 
was more than satisfactory. Black and 
brown suede dressy oxfords were, of 
course, leaders, although the interest 
in colored suede in all types of shoes 
was gratifying. The trend in evening 
shoes seemed, however, to be less defi- 
nite. All colors and all materials were 
popular, the main demand being for 
the dramatic types that were both gay 
and glamorous. 
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THE TALLY-HO 


Norwegian Calf Blucher. Leather 
Lined. Heavy Leather Sole and Heel. 
No. 418 in Tan, No. 419 in Black. 


Jt’'s an ARNOLD— 


J's an AUTHENTIC—Jt’s IN STOCK 


A typical Arnold Authentic for men is this Norwegian calf blucher, 
Tue Tatriy-Ho. Its rugged style has made it an All-American favorite 


and the plus of its Glove Grip comfort will bring you many a repeat sale. 


Add another plus for its being a regular in-stock number and you have 
a good example of why Arnold Authentics are outstandingly successful 
and a highly profitable line to handle. Our new In Stock Catalog will 
give you a complete picture of this fine line and the whole story of 


its many plus features. Just write for a copy. 


M. N. ARNOLD SHOE CO., So. Weymouth, Mass. 


ARNOLD 
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“Spring to Fit’ Jair 


SHOE FORM CO. 


NEW YORK 


e MONTREAL, CANADA 


AUBURN ®° 
UNITED LAST CO., LTD. 


For further facts, call the nearest branch 
office of the United Shoe Machinery Co. 


Licensed Manufacturing Branches: Northampton, England @ Melbourne, Australia @ Paris, France @ 
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arnum still is right ! 


SHOWMANSHIP COUNTS 
in business today as much as ever before. Think, if 
you can, of a single business leader who isn't a show- 
man through and through . . . of a single great store 
that doesn't use smart showmanship to the utmost. 
And summed down to its barest essentials, showman- 
ship consists only of making your merchandise look 
a little better than the next fellow's. @ A roster of 


retailers who use "Spring to Fit" Fairy Forms in every 
display shoe, would read like a “Who's Who of 
Successful Shoemen.” Why not let these fine forms, 
with the exclusive all-fitting toe-shape help YOU 
make your shoes look "just that little bit better." © 
Leaflet with prices and ite is available on request. 
Write for your copy — 





Terms 


Sts foo ofl ND FOREIGN PaTENTE 











Frankfurt, Germany @ Mexico City, Mexico 


EES ED 





Check and Double Check! 


[CONTINUED FROM PAGE 25] 


The cards showing 6, 7, 11, 12 pair 
sales as expected tell us that the same 
man is fitting the customer over and 
over again, the 11 pair card being a 
difficult corrective type. The conclu- 
sion to draw here needs no elaboration. 
More pressure in developing personal 
trade will lessen the 37 pair transient 
business and build up more 12 pair 
permanent business, 

Let us challenge these 100 cards to 
confirm the facts our “headache sheet,” 
the composite detail always gives us. 
Check the two size charts, each of 
which is figured on a 252 pair basis. 

Now, eliminating sale purchases we 
can strike a workable parallel going 
back one year or five years in the seme 
balance of size repeats. This double 
check keeps an even distribution of in- 
coming against outgoing, and reduces 
lost sales to a minimum. Pair volume 
must co-ordinate with sales volume. 

Many other facts pertinent to mer- 
chandising shoes come to light when 
we investigate further. These same 
100 cards prove that 61 per cent of the 
total volume was fitted and sold over 
two lasts out of 17 which were avail- 
able. Paradoxical as it sounds, arch 


and corrective type footwear in which 


the store specializes comprises only 15 
per cent of the total. This store is a 
direct factory unit. Shoes purchased 
from other manufacturers net 9 per 
cent of volume, regardless of price 
bracket, 

Returning to the subject of the heavy 
volume sold on only two lasts in view 
of the fact that there were 17 available, 
we are compelled to confess to a bad 
distribution. This is confirmed by the 
fact that only 72 pairs out of the 213 
can be classified as dress or semi-dress 
patterns. Our sales and inventory 
records had been telling us this story 
for a long time. The card findings 
almost duplicated their results. It was 
necessary to know why during the past 
two years men’s dollar volume had 
slowly but surely risen since 1933’s 
low, while women’s dollar volume slowly 
rose in 1934, only to drop back to the 
1933 level. The ped-o-graph cards 
definitely pointed to a positive style 
shortage in the volume price field for 
the younger woman. The preponder- 
ance of evidence produced by this check 
end double-check X-ray fitting file 
made possible a correct diagnosis and 
resulted in a cure. Therein lies its 
value. 





New Crop of Cruise Shoes 
[CONTINUED FROM PAGE 19] 


point, colors will have decided char- 
acter; the pale pastels are over- 
shadowed by these more definite color- 
ings. 

Intense, primitive colors continue in 
volume ranges. But the new note is 
“off-shades,” such as are seen inEgyp- 
tian friezes, Chinese pottery, Persian 
miniatures. Sometimes these off-shades 
are accented with primitive, clear color 
to give an unusual effect. Ombrés, shad- 
ing from light to dark, look very im- 
portant. Since high fashion clothes 
collections are thinking about monotone 
colorings in costumes, such colorful 
shoes will be interesting as accessory 
touches, 

Shoe fabrics again accent linen and 
sailcloth weaves, with colorful gabar- 
dines also indicated. One collection of 
tailored shoes does effective things with 
tweed materials, calf-trimmed, to be 
worn with light cruise woolens. Mesh 
fabrics again have promise. 

In leathers, light calf, kid, and 
opened-up patent are all on the list. 
Suede-finished leathers are forging 
steadily forward, probably because of 
all leathers, they adapt themselves best 
to the changing size of the foot under 
varying climatic conditions . . . which 
is an elegant way of saying that suede 
sells because suede swells when the foot 
does likewise! 
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Fashion Prophets Agree on 
Smooth Surfaces 


Muted Colors 


In Shoe eres for Spring 






You'll see more color than ever this spring—color muted 
in tone, achieving character through high-lighted surfaces. 
Shadow Kid, and New Castle glazed kid, more than any 


other leathers, express this new gently lighted feeling. 


Vow Orsi i, 
(Allied (Xd Cciwen 


100 fold rect, (New York Ory 








ae ee an >< AYrx 
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FOR 33 YEARS—THE MOST EFFECTIVE 
RELIEF FOR WEAK ARCHES! 


No later efforts of Science were ever 
able to improve on its basic design! 


it has given count- 
less thousands of 
men and women 
relief from Weak 
or Fallen Arches 
and their atten- 
dant ailments. 











D© Scholls 
a. 


Has no equal for results in cases of Tired, Aching Feet, Weak or 
Fallen Arches, Rheumatic-like Foot and Leg Pains, Cramped Toes, Ete. 


The Foot-Eazer was the original 
invention of Dr. Wm. M. Scholl, in- 
ternationally famous Foot Specialist. 
Developed 33 years ago, it remains 
today unchallenged as the most ef- 
fective Appliance for its purpose 
ever designed. 


Why? Because Nature’s every need 
for support of the arches, where sup- 
port is required to build up a fallen 
arch structure, is met completely by 
Dr. Scholl’s Foot-Eazer. 





FREE HOME STUDY COURSE 


Our Educational Department offers Shoe 
Dealers and their salespeople a free 
Correspondence Course on the fitting and 
seiling of Dr. Scholl's FOOT COMFORT 
Appliances. Write for enrollment blank. 











By means of Dr. Scholl’s Arch Fitter, 
this world-famous Support can be 
molded to each foot’s individual 
needs to meet the nature and degree 
of arch depression existing in each 
foot—for no two feet are alike. 
Then, as the condition improves, 
Dr. Scholl’s Foot-Eazer can be pro- 
gressively raised until the arch is 
restored to normal, after which the 
Support no longer need be worn. 


It is because of these features of scientific 
design and precision in fitting that Dr. 
Scholl’s Foot-Eazer produces these amaz- 
ing results. No arch support or “‘correc- 
tive” shoe of one standard elevation to fit 
all feet can give such correction. ~ 


BIG ADVERTISING CAMPAIGN 


PRODUCING RECORD RESULTS. 


Between our forceful advertising cam- 


paign in 17 leading national magazines, 
read by millions of foot arch sufferers, 
and the influence of over 150,000 Physi- 
cians whom we are reaching through the 
Medical press, the sale of Dr. Scholl’s 
Foot-Eazers is growing by leaps and 
bounds! 


This big profit item (wholesale, $24.00 
doz.—retail, $3.50), is needed by many 
of your customers. Don’t miss these op- 
portunities! 


Write for New Catalog 


THE SCHOLL MFG. CO., inc. 


Makers of Dr. Scholl’s FOOT COMFORT A 
pliances and Remedies for All Foot Troubles 


ee \thieage  —-dDE Scholl's 


TRACE Mann 


SERVICE 





62 W. 14th St. 
New York 
112 Adelaide St., 
£., Toronto 
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Shoe VWeuss 


THIS WEEK IN THE SHOE TRADE 
SATURDAY, OCTOBER 16, 1937 


NATIONAL NEWS 





Weather Slows New York Shoe Selling 





Unseasonable Warm Spell Brings Lull in Business but 
Rise Expected with Cooler Days—Early Demand 
for Smooth Leathers Being Felt 


NEw YorK—Several of the retailers 
in this city reported that there has 
been a definite demand for smooth 
leathers which has evidenced itself in 
the past week or two. Up to that time, 
suede was away out in front in all lines 
and in all types of shoes. But custom- 
ers are beginning to think of the 
stormy days ahead when they will have 
to have shoes which will not show the 
mafkings of rubbers and galoshes as 
distinctly as suede and rough leathers 
do. Kid and calf are among the most 
in demand, while patent leather was 
reported as having a slight but insis- 
tent demand. Some of the retailers 
reported that they had experienced in 
the past week a demand for reptiles, 
used both as trimming and in all over 
styles, particularly in spectator types. 
No demand at all for fabrics has been 
felt, and it is thought that it is a little 
early for this to evidence itself. 

Surprising developments in colors 
have taken place. Burgundy, particu- 
larly in suedes, is extremely good; so 
much so that one of the large Fifth 
Avenue stores devoted an entire display 
panel to the exploitation of this color. 
It is thought that Burgundy is popular 
because it goes well with those shades 
with which black would be drab or un- 
becoming; yet it is not so bright or so 
difficult a shade to blend with others 
as are brown and green. Blue is next 
in popularity, almost entirely in suede. 
The demand for blue in smooth leathers 
has been easily diverted to blue suede 
in the new, soft, purplish shade. Brown 
is almost entirely dead; there has been 
little or no activity in it for the past 

‘few weeks. Retailers were at a loss to 
explain this except on the ground that 
customers were willing to divert their 
demand from brown to burgundy which 
blends in well with brown coats and 
suits. 

The high-cut step-in continues to be 
popular. Several versions of this with 
high cut, angular-shaped backs have 
been selling very well. There has been 
no customer resistance to this type of 








DATES TO REMEMBER 


Monthly Shoe Buyers’ Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, IIl...Oct. 25, 26, 1937 


Annual Meeting Tanners’ Council of 
America, Palmer House, Chicago, 
j | | Se ee eae: October 28, 29, 1937 


Spring Style Opening Shoe Fashion 
Guild of America, Hotel Biltmore, 
New York ........... Nov. 1, 2, 3, 1937 


Shoe Club of New York Annual 
Dinner-Dance, Hotel McAlpin, New 
"ROSEY idecs cece vveanes November 6, 1937 


Boot and Shoe Travelers Association 
of New York Stag Dinner, Grand 
Ballroom, Hotel Roosevelt, New 
Fork Cite ciccccccese November 2, 1937 


National Shoe Fair, Hotel Stevens, Chi- 
cago, Ill. ...... ...-Jan. 3, 4, 5, 6, 1938 


Northwestern Shoe Retailers Regional 
Association Annual Convention-Ex- 
position, Hotel Radisson, Minnea- 
polis, Minn. ....Jan. 9, 10, 11, 12, 1938 


Joint Convention and_ Exhibition 
Southwestern Shoe Travelers Asso- 
ciation and Texas Shoe Retailers 
Association, Fort Worth, Texas 

Jan. 9, 10, 11, 12, 1938 


Michigan Shoe Dealers Association 
Annual State Convention, Hotel 
Statler, Detroit, Mich. 

January 9, 10, 11, 1938 


Indiana Shoe Travelers Association, 
15th Annual Convention, Claypool 
Hotel, Indianapolis, Ind. 


Jan. 16, 17, 18, 1938 


Southern Shoe Exposition, Miami- 
Biltmore Hotel, Coral Gables, Fla. 
Jan. 17, 18, 19, 1938 


Middle Atlantic Shoe Retailers Asso- 
ciation Annual Convention, Benja- 
min Franklin Hotel, Philadelphia, 
PR Gi heeds February 13, 14, 15, 1938 





shoe which was previously thought to 
be rather extreme. High-cuts with 
[TURN TO PAGE 46, PLEASE] 


W. H. Sampson New 


O’Donnell Representative 
HUMBOLDT, TENN.—W. H. Sampson 
of Rochester, N. Y., has been appointed 
sales representative of the O’Donnell 
Shoe Company in the New York, New 
Jersey and New England territories. 





W. H. SAMPSON 


Mr. Sampson was for years the rep- 
resentative of the Menihan Company 
of Rochester, going from there to the 
Sherwood Shoe Company of the same 
city. He is well known in the New 
York and New England territory, hav- 
ing made many friends during his 
many years on the road, and hopes to 
renew their acquaintance in the near 
future. Salen aciass 
J. H. Lucy Resigns 

NEWARK, N. J.—John H. Lucy, sales- 
man and general promotional manager 
of Barrett & Company, leather manu- 
facturers, has resigned his position 
with that company, effective Nov. 1. 

During his long experience with this 
company, Mr. Lucy has made many 
friends in the shoe trade where he is 
well known and well liked by all who 
know him. 

Mr. Lucy has made no announce- 
ment as to his future plans at this date. 
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Every sale is the 
TIME to make 


friends 


Every purchase made in your store either 
wins you a friend and a satisfied “repeat” 
customer, or loses for you what could have 
been a source of future profits. 


Genuine Kangaroo has those characteris- 
tics that make friends. It is soft and pli- 
able for comfort. It is light in weight, 
non-fatiguing. Its tight grain will take a 
high polish for street shoes, a polish bril- 
liant enough for evening wear. Yet above 
all, genuine Kangaroo is 17% stronger, 
weight for weight, than any other leather 
known. 


Kangaroo “calf,” or “horse,” or “sides” are 
not Kangaroo. Genuine Kangaroo is 
tanned in this country by the Surpass 
Leather Co., Philadelphia, the Richard 
Young Co., New York, and by the Ziegel 
Eisman Co., Boston. 


GENUINE 
KANGAROO 


TANNED IN AMERICA 
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Bureau of Standards Tests Durability 


[CONTINUED FROM PAGE 35] 


Retailers, manufacturers and others connected with 
the shoe industry are beginning to wonder whether 
these investigations, now being made at Washington 
as a result of the representations of consumer organi- 
zations, are likely to result in renewed requests for 
legislation requiring shoes to be labeled or tagged as 
to their construction and materials. Bills of this nature 
have been introduced in Congress from time to time, 
and the shoe manufacturers and merchants have in- 
variably opposed them, pointing out the very great 
difficulty of marking shoes with information that would 
really serve as an intelligent guide for consumers in 
their purchases. 

Representatives of some of the trade associations 
have already been in contact with the Bureau of Stand- 
ards and have endeavored to impress Washington off- 
cials with their practical viewpoint. Consumers’ organ- 
izations of various kinds are becoming increasingly 
active and the government is being asked to develop 
standards of size and quality in shoes. Many of these 
requests, it is held, are entirely impractical, and yet 
they constitute a challenge to representatives of the 
industry to be on the alert lest measures be enacted 
which would result in additional burdens to the in- 
dustry without being of any real, practical usefulness 
to the buying public. 


























Smoothing Out Complaints 
[CONTINUED FROM PAGE 30] 






cases that the customer is brought to our office. When 
the floor manager telephones that Mrs. Jones has made 
an unreasonable demand for adjustment, his voice 
never lets the customer know that there has been any 
difficulty or that the floor manager’s patience has been 
about exhausted. 

“When a customer has made three unreasonable 
demands or complaints, a card is made out. When the 
fourth complaint is made, the customer is called in and 
we talk over the situation. Invariably, the customer 
will first deny having made any previous complaints, 
but when her card is brought out and the dates of the 
various complaints and their nature are read to her, 
there is an immediate change in attitude and we usually 
get along very nicely after the ice has been broken. 

“So, in the matter of shoes, if the customer would 
bring the shoes right back immediately when they show 
signs of discomfort or ill fitting, we would take them 
without question, because the woman is coming back 
anyway after six or seven months. By that time, the 
shoes have been ruined and naturally we can do nothing 
about them. 

“There are too many who want short shoes and the 
clerk feels that if he doesn’t sell them, somebody else 
will. These sales lead to complaints and requests for 
adjustments.” 
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The TRUMP 


THESE CRISP 








The ALMA 






COLORFUL FALL STYLES IN 


nadie Shoe. 


AGENTS: 
HARRY MILLER 
21 Spruce St., New York 
VICTOR W. HEARTEL 
208 N. Wells St., Chicago 
MITCHELLACE, INC. 
Portsmouth, Ohio 
HALEY CATE, ROCKWOOD Co. 
1515 N. 25th St., St. Louls 








featured in the September I5th Harper's Bazaar 
advertisement of Brauer Bros. Shoe G.of St Louis 


ARE TAYLORED-TO-FIT WITH 


SHUGOR 


The manufacturer of the nationally-advertised “Paradise Shoes,” and other famous- 
name manufacturers are more and more specifying SHUGOR exclusively. Why? 
Because they cannot risk their reputations on inferior gorings that are here today 
and gone tomorrow. For more than 70 years, three generations of Thomas Taylor 
& Sons have woven fine elastic shoe goring. Theirs is today the only elastic web 
plant in the world weaving shoe goring exclusively. 


Specialization begets perfection. You can depend on SHUGOR. It fits the needs 
of the modern shoe industry. Play safe. Use only SHUGOR with the new pat- 





ented REINFORCED EDGE. Write for samples of the new Spring 1938 line. 


NORMAN NELSON 


THOS. TAYLOR & SONS aie auian lee. 


onAs. A Lg 

INCORPORATED wok Waring Ave. 
SEAMON STEEN 

HUDSON, MASS. 114 South St. Boston 
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Bowling Shoes 













PROFESSIONAL 
BOWLING SHOES 


Men’s 
$2.70 





BROOKS SHOE ig ure, co. 
Swanson & Ritner Sts., Philadelphia 








Dancing Shoes and Taps 





Women’s Oxfords 
$2.60 5¢ less 


















PROFESSIONAL TAP DANCE SHOE 


White Side 
and 
Patent Chrome 













ie “12 BandCc +4 

-3 AB and C 

Re Abend © $40 
DAVID T. NATHAN 

38 Lincoln S#., Boston, Mass. 

















Sizes 
70 A-B-C 242-8 11%-2 


28 Goodhue St., Salem, Mass. 
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OLMAN- DAVIDSON 
—ADVERTISING PRESS, Inc 
3 Lincoln Street, Boston, Mass 























Twenty Years in Business 


At Same Location 


Quincy, Mass.—James Moorhead, 
Jr., opened a shoe store at 1547 Han- 
cock street, in Quincy, Sept. 29, 1917, 
20 years ago last month, and is still 
doing business in the same quarters. 
The store has been remodelled to ac- 
commodate changing styles, but the 







































JAMES MOORHEAD, JR. 


shoes manufactured by the same firms 
are being sold today. This not only 
speaks well for the quality of the goods, 
but tells of two firms that kept pace 
with fashion dictates. They are the 
G. H. Bass and Heywood shoes. 

Mr. Moorhead was with the Warner 
Boot and Shoe Company for some 16 
years and traveled for them a number 
of years. He worked evenings in what 
was known as the Granite Shoe Store 
on Hancock street. In the Summer of 
1917 he decided that it was time to 
strike out for himself. 

Mr. Moorhead is a past grand of Mt. 
Wollaston lodge, of Odd Fellows; a 
member of Manet encampment, Odd 
Fellows; Clan MacGregor, Order of 
Scottish Clans; Rural lodge of Masons; 
St. Stephens Royal Arch chapter; past 
commander of Quincy commandery, 
Knights Templars, and past division 
commander of the grand commandery; 
marshal in Taleb Grotto; Boston coun- 
cil, R. and S. M., and Aleppo Mystic 
Shrine. He is treasurer of Bethany 
Congregational church; a director in 
Quincy Y. M. C. A., in which he has 
long been active, and is a Rotarian. 
Fishing is his favorite form of outdoor 
recreation. 


J. Kaplan Leaves on Trips 


Boston, Mass. — Joseph Kaplan, 
president of the Colonial Tanning Com- 
pany, has left for an extended trip 
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HESE scientifically constructed 

hard soled shoes for the young 
walkers are built over three dif- 
ferent lasts, fitting equally well the 
narrow, average or chubby foot. 
They come in sizes 2 to 8, and bear 
the name mothers know so well— 
"Mrs. Day's Ideal." They are the 
"foundation line" of leading chil- 
dren's shoe departments through- 
out the country. 


MRS. DAY'S 
IDEAL BABY SHOE CO. 


DANVERS, MASS. 


Manufacturers of Fabric—Cushion—Soft Sole— 
Intermediate and 


FLEXIBLE HARD SOLES 
SEED 








through Pennsylvania, New Jersey, 
Maryland and as far down as Virginia. 
He is going to see every shoe manufac- 
turer of women’s, misses’ and chil- 
dren’s and men’s shoes in these terri- 
tories with their newly appointed 
representative, Mike Stiles, of 315 Arch 
Street, Philadelphia. This is the first 
visit of Mr. Kaplan through this terri- 
tory with Mr. Stiles, who has just 
recently gone into the commission busi- 
ness for himself. 





Celebrates Golden 
Anniversary 


CLINTONVILLE, Wis.—Mr. and Mrs. 
William Schauder recently celebrated 
their golden wedding anniversary here. 
Mr. Schauder, a retired shoe merchant, 
is owner of the building occupied by 
Schauder & Schauder, retail shoe store, 
operated by his sons, William, Jr., and 
Hugo. The eldest son, Arnold, with- 
drew from the local firm last Spring 
and established a shoe store with his 
sons at Marshfield, Wis. A_ son-in- 
law, William H. Schmidt, has been in 
charge of the shoe repair department 
at the Schauder store for many years. 
The couple have two daughters, four 
sons, fourteen grandchildren and one 
great-grandchild, all of whom were 
present for the anniversary. 
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Edric Taylor Joins 
Sterling Last Corp. 


New YorK—Edric Taylor, formerly 
of McNichol and Taylor, has joined 
the sales force of the Sterling Last 





EDRIC TAYLOR 


Corp. He will cover the New England 
territory in conjunction with Walter 
Reed of the same company. 

Mr. Taylor’s broad experience of 
over thirty years in the industry will 
undoubtedly be an asset to the Sterling 
Last Corp. in the styling of high-grade 
women’s shoes. 


Salesmen Coached on Better 


Selling at the Fitting Stool 


CHICAGO, ILL.—The different shoe de- 
partments of the Fair Store, here, 
started off their Fall selling season 
with a dinner at the LaSalle Hotel at 
which over 60 shoe clerks were present. 
The object of the meeting was to coach 
the clerks on better selling at the fit- 
ting stool. During the evening, the 
various speakers stressed the impor- 
tance of this kind of selling, placing 
emphasis on the fact that the fitting 
stool is the greatest of all points of 
consumer advertising. 

Sol Katz, head of the various shoe 
departments in the store, presided over 
the meeting and made one of his char- 
acteristic enthusiastic talks. A. D. 
Buckland, advertising manager of the 
store, paid tribute to Mr. Katz and the 
work he has done. 

Other speakers were E. L. Boneau, 
sales manager; A. G. White, advertis- 
ing manager; Carl Fliegner, Air Step 
stylist, and J. N. Crandall, Buster 
Brown stylist, all with the Brown Shoe 
Company of St. Louis, Mo. Each man 
gave a short talk on his particular field. 

The meeting closed with a series of 
questions and answers in which every- 
one took part. Everyone present felt 
the evening a great success and left 
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No. 360—Black Boarded Calf W.T. 
bal oxford, Leather heel. 


No. 361—Same as above only in 
Brown Boarded Calf 
Leather. 


normal foot. 





Not Gust Shoes ~ 
Rut Shoes With A &. elling Feature 


Note the name on the arch-brace, 
visible to your customer’s eye; 
therefore, a helpful selling feature. 





Here is a line that retails at the popular prices the great mass 
of men like to pay for their shoes. 
flexible, 100% nailless, correctly cushion the foot, and the 
Arch-Brace properly supports a weak arch and comforts the 
Loyal repeat customers are a natural result. 
Catalog of men’s and women’s scientific patented Nu-Matics 
sent on request. Beware of imitations. 

Salesmen: Choice Territories Open 


Kole i Malic 


CUSHIONED SHOES 


Eeclucivel: £, 


ed by 





No. 365—Black Boarded Calf bal 
oxford, Rubber heel. 


Nu-Matic Shoes are 








J 7 





ROHN NU-MATIC SHOE MFG. COMPANY 
512 W. Florida Street, Milwaukee, Wis. 


218 








looking forward with increased interest 
to a larger Fall season than ever be- 
fore. 





Thompson Heads Marott 
Employees’ Association 


INDIANAPOLIS, IND. — The Marott 
Shoe Store Employees’ Mutual Benefit 
Association, at the annual meeting Oc- 
tober 6, in the Hotel Washington, 
elected George I. Thompson, controller 
of the store, president of the associa- 
tion, succeeding Robert L. Payne. 
Other officers elected were Karl Ochil- 
tree, vice-president; Yetta Goldstein, 


secretary; Lewis H. Noble, treasurer, 
and M. King, M. Mace, Mrs. E. Laugh- 
lin, R. Payne, H. G. Summers, Miss H. 
Sanford and Anna Haussner, directors. 

Guests included Charles G. Shriner, 
Kenneth B. Ransom and John Lucas 
of the Walker T. Dickerson Co., Colum- 
bus, Ohio. 





Arctics for the C.C.C. 

Boston, MAss.—Uncle Sam is in the 
market for 15,000 pairs of rubber-top 
arctics for the Civilian Conservation 
Corps. Bids will be opened October 19 
at the headquarters of the Boston 
Quartermaster Corps in this city. 




















Ballet Slippers 


| nin’ 


BALLET SLIPPERS—IN STOCK 

FINEST QUALITY, BENCH MADE 

No, 100, Bik. Kid, Soft Tee 
Turns, Rights & Lefts. 










6-11 %e-2 2%-8 
1= 1% 14 


SCHWARTZ & HERDER, Inc., Mfrs. 
70-72 NO. 4TH ST. PHILA., PA. 


08 Os 





Boot Trees 


NATIONAL BOOT TREES 
RETAIL AT $4.95 


Built on a new principle. Hold 
wrinkle-free while allow- 
ing ate te to circulate freely inside. 
Lengthen life of leather. Pre- 
vent stitches rotting. Made of 
National Hard Vulcanized Fibre. 
Won't crack, split or splinter. 
Won't dent or ores ! to 
ut in. VE 
ARS. Set ae a 18 oz. Steady 
demand rhe me national adver- 
tising. Free merchan- 
aising helps. Write for 
ptive folder. Na- 
tional Vulcanized Fibre 
Co., Box 311T, Wil- 
mington, Del. 
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Slippers 


DANVERS 








Weather Slows New York 


[CONTINUED FROM PAGE 41] 


straps around the throat, and high 
fronts with gore treatments continue to 
be popular. 


There have been a few 


calls for opera pumps, mostly in pat- 
ent leather. 

In spectator types, the oxford with 
monk treatment and fold-over cuff is 
extremely popular, as well as the monk 
type step-in with buckle fastening or 
trimming. Valkyrie types in both high 
and low styles are good for casual oc- 
casions. One of the higher-priced Fifth 
Avenue stores devoted a window to a 
novel oxford with a medium heel of 
about 14/8. The significant feature of 
this shoe is the all-over perforation 
treatment of the upper. Coming in all 
shades, it was particularly attractive 
in a soft dove-gray suede, although it 
was available in smooth leather as well. 

Heels are slightly lower than pre- 
viously, and many attractive styles 
have been developed on a high-low heel. 
This heel is shaped as carefully as 
higher ones, and is just as slender, but 
it is a bit lower, and therefore is ex- 
pected to be more comfortable and sen- 
sible, 

Most of the stores experienced 
an excellent Columbus Day’s business. 
It was figured that this would off- 
set the lull which has been felt in 
the past week, which, it was generally 
agreed, could be attributed to the un- 
seasonably mild weather. 





Perdue Manager of Ventura 
Department 


VENTURA, CALIF.—J. Gordon Perdue, 
formerly of Bakersfield, has received 
the appointment of manager of the 
Ventura Department Store’s shoe de- 
partment. He has been in the business 
for a number of years, during which 
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S WEEJUNS 
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the whole year round! 


Weejuns are popular in many places, 
all seasons. On the beach. the 
locker. On camping trips. By winter 
firesides. North, South, East and 
West, men and women alike are find- 
ing more and-more uses for them. 


Weejuns are more than slippers, 
more than moccasins. They make an 
ideal present. Get them in your store 
before the Christmas rush. 

And find out more about the popu- 
lar Bass line. Boots, shoes, mocca- 
sins, ski-boots—outdoor footwear for 
every purpose. Write for price list 
and illustrated booklet. 


G. H. BASS & CO. 


136 Main Street Wilton, Maine 











time he was associated with several 
large stores in the Southwest. 





Modern New Store for New Orleans 





New Orleans, La.—The Cantilever Shoe Store has moved to its new location 


in the Pere Marquette Building, here. 


The store has a ground location, 


adjacent to the main entrance of the building. The interior has been completely 
with the latest in modern shoe store equipment, making it, as evi- 


furnished 
denced above, an u 


and attractive shoe 


store. 


p-to-date 
The inset is a photo of Harry A. Bruhn, resident manager, who was assisted 


on opening day by Edward M. Evans, owner of the store. 
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Colonial Display at Paris 
Exposition 





Among the most striking industrial 
displays in the Fagg United States 
Pavilion at the Paris Exposition is an 
assembly of Colonial Patent Leathers. 
These leathers are shown with a selec- 
tion of colored, white and black Colo- 
nial Patent sandals and pumps made by 
well-known American shoemakers. 

The Colonial display has received an 
unusual amount of attention from visi- 
tors from all over the Continent. 

The use of colored patent for a wide 
variety of shoe styles for all seasons and 
for daytime as well as evening wear has 
made a notable impression. This is 
especially true of the more conservative 
manufacturers to whom patent 

her has usually represented only the 
stiffest jormecey both in pattern and 
use, and in whose minds the Pavillon 
d’Elegance’s reproduction of the offi- 
cial British Coronation slipper by John 
Lobb of London, with its red heel and 
its gold buckle, had previously seemed 
the ultimate attainment in patent 
leather styling. Now they are beginning 
to realize that Lucien Lelong, who has 
long been called the apostle of color, 
was supremely right in prophesying 
that the Exposition would bring about 
a much more colorful mode this Fall 
and Winter. 





L. E. Russell New 
Winthrop Representative 


St. Louis, Mo.—With a seasoned 
background rich in selling and design- 
ing knowledge, gained through ten 
years with Florsheim, L. E. Russell 
brings to Winthrop a wealth of ex- 
perience with which to cooperate on 
Winthrop’s sales and promotional ac- 
tivities. 

Mr. Russell served with Florsheim 
in a supervisory capacity in the retail 
organization, factory, house sales and 
as assistant to the head stylist and 
road supervisor. He now represents 
Winthrop in Illinois, Indiana, Ohio, 
Michigan, Wisconsin and Minnesota, 
succeeding Walter Huette, who has re- 
tired because of ill health. 


October 16, 
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MEN oa 
Everywhere 
SAY 









WE'D 
RATHER 
HAVE SHOES 
WITH PANCO 


S$TA-TITES 


Because these outstanding heels deliver 
greater comfort and longer wear, they 
contribute definite sales value to the 
shoe. 
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U. S. Pat. No. 1,998,988 


CHELSEA, MASS. 


PANTHER PANCO CO. 

















Men's Shoes 


ST GRADE ONLY" 


EAST WEYMOUTH, MASS., U.S.A. 


° 
RAW CORD 
SOLE & HEEL 


. 
GRAIN LEATHER 
INNERSOLE 
. 


SPECIAL WATER 
RESISTING TANNAGE 


GREAT EASTERN SHOE CO. 
186 LINCOLN STREET 
BOSTON 


Ski Boots 


ell lia D 





SAW YER'S 


\SKI BOOTS, 


R. J. Sawyer, Inc., 2 Main St., Freeport, Me. 








St. Louis Jobs 








ATTENTION 


We are the largest dis- 
tributors of Cancellations, 
Jobs and Samples from all 
the better St. Louis factories. 


MEN'S—WOMEN'S—CHILDREN'S 
@ “While in town see Weill" @ 


M. K. WEIL SHOE CO. 
1332 WASHINGTON AVE., ST. LOUIS 




















Obituaries - 


Allen V. Holbrook 


SouTH WEYMOUTH, MAss.—Allen V. 
Holbrook, who retired a number of 
years ago as sales representative of 
the Stetson Shoe Company, died at his 
home here, October 7, at the age of 
71. In addition to traveling for the 
Stetson Shoe Company, he owned and 
operated shoe stores in Pittsburgh, 
Pa., Columbus and Cleveland, Ohio. 

Mr. Holbrook was born in South 
Weymouth, the son of George and Lois 
V. Holbrook, descendants of the town’s 
settlers. Surviving are his widow, Mrs. 
Minnie A. Holbrook; two sons, Allen 
V. Holbrook, Jr., and Harold R. Hol- 
brook, both of Cleveland; three sisters, 
Mrs. Archibald Kilby of Freeport, Me., 
Mrs. Eben W. Richards of Weymouth, 
and Mrs. Moreton T. Swallow of 
Quincy, Mass.; and a brother, George 
D. Holbrook of South Weymouth. 





T. H. Lankford 


SEATTLE, WASH.— Thomas Harold 
Lankford, long associated with the 
Turrell’s Shoe Store on Third Avenue, 
this city, where he has been manager 
of the men’s shoe department, suc- 
cumbed to a stomach operation this 
week in Maynard Hospital, this city. 
He was 52 years old at the time of his 
death, and had been ill only three 
weeks. Funeral services were held on 
Monday, October 4, with burial in 
Acacia Memorial Park. 

Born in Chillicothe, Mo., Mr. Lank- 
ford early entered the shoe business, 
coming to the Pacific Northwest over 
thirty years ago, and settling at Spo- 
kane, Wash., where he resided for 15 
years, and managed the men’s shoe sec- 
tion of a large department store there. 

From Spokane he moved to Seattle 
in 1923, and in 1929 he became asso- 
ciated with the old-established Turrell 
shoe store, continuing to specialize in 
men’s footwear and managing that de- 
partment for the pioneer, independent 
store. Besides his widow, he is sur- 
vived by three sons, all of Seattle; a 
sister and three brothers. 





E. R. Laird 


Boston, Mass.—Eversleigh R. Laird, 
president of the United Shank and 
Findings Company of Whitman, Mass., 
died October 5 at his home in Brockton 
after a brief illness. He was 70 years 
of age, had been associated with the 
shoe industry since his early youth and 
was active in formulating the code un- 
der which the shank industry operated 
during the days of the NRA. 

In addition to his business, Mr. Laird 
took an active interest in fraternal and 
civic organizations, having been a 
member of several Masonic orders, past 
president of the Brockton Rotary Club 
and past president, also, of the Brock- 
ton Community Chest. 


BOOT AND SHOE RECORDER, October 16, 1937 





VAN TAN 
INNERSOLES 


supply the flexibility and 
cushioning resiliency 
necessary to thorough 
foot comfort. They do 
not harden, crack nor 
curl. Being the ideal 
foundation for a good 
shoe, they are used in 
many leading lines. Ask 
for them in your shoes. 


VAN TASSEL LEATHER CO. 
NORWICH, CONN. 


ANIAN 


the perfect leather innersole 











He is survived by his widow, Mrs. 
Alice Wade Laird; two sons, Renfrew 
D. and George C. Laird of Brockton; a 
sister, Miss Elizabeth Laird; and two 
brothers, Robert and Charles Laird. 





William R. Lee 


DETROIT, MIicH.—William R. Lee, 34 
years of age, died in St. Joseph’s Mercy 
Hospital, recently. He was assistant 
manager of the Gordon Shoe Company, 
and a native Detroiter. 

Survivors are his widow, Florence 
Baumann Lee, a son, William R., Jr., 
and a daughter, Mary Ann, and his 
parents Mr. and Mrs. Wiiliam Lee. 





William H. Bade 


CLEVELAND, OHI0O—William H. Bade, 
76, former retail shoe merchant at 
Cleveland, died recently after a long 
iJIness. He had operated a shoe store 
on Superior Avenue, N.E. His widow, 
four sons, and two daughters survive 
him. 





Gustav Bendheim 


East LIVERPOOL, OHIO — Gustav 
Bendheim, 75, shoe merchant for 48 
years and the oldest retail merchant in 
East Liverpool, died on October 5. 
Business houses of the city were closed 
for an hour in the afternoon during 
funeral services for Mr. Bendheim. 
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MOTHER Xicows 





Mother knows the importance of FLEXIBILITY in her 
own shoes. Foot health and foot comfort depend up- 


on it and she is right in demanding it for her children. 


Selection of proper materials is essential and the 
method of construction must be right. LITTLEWAY 
and UCO LOCKSTITCH shoes provide two sure 
and practical ways of securing the flexibility and 


comfort required by young and active feet. 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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“rock bottom” facts. . 


to his requirements. .. . 


Ideas for Shoe Selling, 
Advertising Ideas 
Prize, 


Unusual and Misc 


Sects 
m - m 

chee t Me r 
Ideas That Attracted 


Ideas to Attract Children 


| hy Sale 

Spring and Summer Ideas 
oting Contest Ideas 
Ideas 


39 Chapters 
337 Pages 


33 


Please re- 
mit with 
order 


239 West 39th Street 





Buy THis Book 


Quick Help for Shoe Retailers 


This is the first and only book of its kind; an en- 
cyclopedia of practicable, workable ideas for the alert, 
experienced merchant. Not a theory in the book—all 
. It is NOT just another shoe 
book, but offers the shoe merchant the best ideas from 
almost the entire retailing field for instant adaptation 


“2222 RETAILING IDEAS” 


Enables you to put ideas into action from the hour it reaches 
your hands. Concise, all 
books boiled down into one—a time-saver for 
the busy merchant, and a reminder of important 
details. Some of the 39 CHAPTERS— 


Display, Stock-keeping 


nee and Gift Ideas 
cous Ideas 
Management <— A a Ideas 


“meat,” 


ake Stores ‘Mere Attractive 
hristmas Crowds 
Ideas for Merchants Who Get Together 
Cash, Credit and Collection Ideas 
deas 


2222 ideas, seven for a cent; one used 
more than pays for the book. 
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MADE IN 


it is ten 


AT OUR 


PHILADELPHIA 


SEND FOR 
STOCK CATALOG 
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Mantield 


OF NORTHAMPTON, ENGLAND 


A POPULAR 
FIELD BOOT 


ENGLAND 
AND HAVING ALL THE 
CHARACTER AND EX- 
CELLENCE TO BE SE- 
CURED BY MASTER 
CRAFTSMEN WORKING 
ON BEST MATERIALS 


IN STOCK 
AMERICAN 
HEADQUARTERS 


MANFIELD & SONS 


1636 RANSTEAD ST. 





Few were the boys in Milwaukee who failed to stop and look closely when 
they saw this Skyrider Shoe window at the store of the S. J. Brouwer Shoe Com- 


pany in M 


MILWAUKEE, Wis.— Tying in with 
the national contest being sponsored 
by the Belle Meade Shoe Company, 
Nashville, Tenn., makers of Skyrider 
and Excelsior Shoes for boys, the S. J. 
Brouwer Shoe Company, here, gave 


over an entire window to the announce- 
ment of this contest in a novel and ex- 
tremely interesting display which 
stopped the grown-ups as well as the 
youngsters. The window display was 
further developed with model planes 


and photographs loaned by a local air 
lines company, as well as a big pro- 
peller from one of the air liners. In 
the center spot of the window is the 
display card, attractively lithographed 
in several colors, describing the Sky- 
rider contest. 

A $1,270 Taylor Cub plane will be 
given to the boy submitting the best 
completed limerick on Skyrider Shoes. 
Five pedigreed pups will be given for 
the five next best limericks. 

A campaign in the American Boy 
weekly magazine is supporting the con- 
test nationally. The contest closes No- 
vember 20. 


Firm Announces 
New Officers 


BIRMINGHAM, ALA.—New officers of 
the Burger-Phillips Shoe Company, op- 
erators of the women’s shoe depart- 
ment in the Burger-Phillips store here, 
have been announced as follows: presi- 
dent, B. Corman; vice-president, Sam 
Phillips, and secretary, Leo M. Kar- 
peles. 

This shift was occasioned by the 
recent death of Louis Phillips, presi- 
dent of the store company and an 
official of the shoe company. Mr. Cor- 
man continues as manager and buyer 
of the department as has been the case 
since its establishment. 

The department has enjoyed an ex- 
cellent business this year, running 25 
per cent ahead of 1936. 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 


Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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and Want tl 





SALESMEN WANTED 


SALESMAN WANTED 


POSITION WANTED 








Indiana. 





Boston, Massachusetts. 


SALES OPPORTUNITY 


New England manufacturer will grant personal interview tc salesmen interested 
in selling branded line of high style men’s shoes retailing from $5.00 to $7.50. Good 
instock department. Line is nationally known, and featured in Esquire. Salesmen 
must have following. Spring line now ready. 

Following territories open: New York State, with exception of New York City, and 


Address Box F536, care of BOOT AND SHOE RECORDER, 140 Federal Street, 








SALESMEN WANTED: A new arrangement 
of territories in South Carolina, Georgia and 
Florida creates vacancies for two salesmen to 
sell a fast styled line Women’s Instock Novelty 
Footwear to retail at popular prices. Complete 
new line of pattern shoes every four to five 
weeks, offering live salesmen a genuine money 
making proposition. When applying, give age 
and road selling experience. Address Shu- 
_ Inc., 1214 Washington Ave., St. Louis, 
0. 


ALESMEN WANTED to sell short line 

union made men’s welt work shoes and ox- 
fords, well known brand, on strictly commission 
basis. Shoes are well built and priced right. 
Write for territory at once. Give references 
and experience. Address F-517, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





HE Best Side Line in the Country—Slippers 

and Sandals. Side line salesman wanted for 
one of the largest slipper manufacturers in 
America. An in stock proposition. Established 
trade—New York State, Long Island, West- 
chester County, New Jersey, Massachusetts, 
Rhode Island, New Hampshire. Give refer- 
ences and lines carried and state territories you 
are covering. Liberal straight commission. Ad- 
dress F-534, care Boot & Shoe eran, 239 
West 39th Street, New York, 


WANTED TO LEASE 





ANTED TO LEASE:—Space in live de- 
partment stores in towns of 20,000 to 100,000 
throughout Ohio, for line of fast moving 
women’s shoes ranging in price from $4.00 to 
$8.00. Address F-528, care Boot & Shoe 
<< 239 West 39th Street, New York, 





POSITION WANTED 








POSITION WANTED 








and guarantees satisfactory results. 





Here’s Your Man if You’re Looking for a Manager for Your Shoe Store— 


Has had well rounded out experience managing and owning general shoe stores; 
bought for shoe chain stores, and recently managed store for prominent national 
chain in New England. This store under his management did a business in popular 
priced footwear of over $29,000 in 1936 and $35,000 this year in a town of only 9700. 
An American, and family man; is open to any fair business proposition in East 

Address F537, care BOOT & SHOE RE- 
CORDER, 239 West 39th Street, New York, i A 








STORE MANAGER 


Thoroughly experienced shoe mer- 
chant with many years successful ex- 
perience as part owner in a chain of 

popular priced stores in Chicago and 
vicinity. Have disposed of my interest 
and anxious to secure position as 
store manager with a good organiza- 
tion. Willing to accept modest salary 
and demonstrate ability. Will furnish 
satisfactory references. Chicago area 
preferred 

Address F-531, Care 
BOOT & SHOE RECORDER 

209 South State Street, Chicago, IIl. 














LINE WANTED 








Factory Representative 
CAN M4 USE A GOOD MAN IN CHICAGO 
AND VICINITY? STRAIGHT COMMISSION, 

O DRAWING ACCOUNT. Many years of practical 
shoe experience in Chicago and suburban towns. 
Personally acquainted with all department store, 
mail order and specialty store buyers. Willing to 
take good line on straight commission. 


L. M. GROSSMAN 
Rm. 1133—I1 S. La Salle St. CHICAGO 











RELIABLE Salesman wants Factory line of 

children’s 4" growing aga sport oxfords 
for Ky., Tenn., Ga. and A Address F-524, 
care Boot & Shoe _— 239 West 39th 
Street, New York, > 2 





NEW YORK teritory—experienced salesman 
with fine connections is desirous of secur- 
ing a popular priced line of men’s or women’s 
shoes for New York State and New Jersey; 
would prefer a line of women’s shoes with 
orthopedic features as he has had considerable 





Youn G, energetic man desires change, capable 

manager for store or small chain, 15 years’ 
experience selling, sales promotion, personnel 

and managing. Address F-530, care Boot & 
eet. i. 239 West 39th Street, New 
or’ 





SHOE MAN—15 years’ ee ience selling re- 
tail. Managing store. indow trimming. 
Best references. Address Box F-525, care Boot 

Shoe Recorder, 239 West 39th Street, New 
York City, N. Y. 





EXPERIENCED Manager, buyer and mer- 
chandiser of family, ladies’ or men’s shoe 
store. Willing to go anywhere. Address F-539, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 








FOR SALE 





OR SALE: Family shoe store, suburb west 

of Chicago, doing excellent business, 100% 
modern, carrying nationally advertised lines. 
Write F-533, care Boot & Shoe Recorder, 209 
S. State Street, Chicago. 





FOR SALE—Stock numbering system for re- 
tail shoe stores, covering styles, heel heights, 
men’s, women’s and children’s shoes. . A val- 
uable aid to stock control and in speeding up 
sales, especially with extra help on Saturdays. 
Address F-532, Shoe Recorder, 239 
West 39th Street, New York, N. 





experience along this line. Can do a good job 
with the right proposition; best of references 
furnished. For further particulars. Address 
F-526, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





H'!G# style women’s line wanted for Ohio, 
prefer Four or Five dollar retailers. Make 
up or stock shoes. Familiar with the best rated 
accounts in state. Chain and department store 
prices for volume users. Available for coming 
season, soeionst, Bete iz, aggressive wishes to 
make change to better connection. Address 
F-535, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 


EXPERIENCED young man wishes to repre- 
sent factory or jobber, covering New York, 
Pennsylvania, Maryland, Ohio, Illinois, Indiana, 
Kentucky, Virginia. Address F-538, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. — 
mum charge, 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, 
When a box number is desired twelve words should be added for the address. = 


address should be counted. 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 


Classified advertising is payable in advance. 


{= Advertisements for this page must be in our New York office on Friday of the week preceding publication. a | 


In all other cases each word o 
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HELP WANTED 


MERCHANTS’ NEEDS 








SERVICE man wanted. Must have high grade 

following, good chain stores, and department 
stores. Following territories: New York State, 
New Jersey State, New England States. Ad- 
dress F-529, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


E, XPERIENCED floor man wanted to take 

charge of shoe department. Must be thor- 
oughly experienced in men’s and women’s shoes. 
Address F-527, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 











WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO., Inc. 
106 Duane St. : New York 
Phone WOrth 2-5377 and 5378 








WE BUY 
lus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, 
ity, Arch Preserver, Queen Quality, - 
tonians, Stetson, Red Cross, Nunn Bush, Ete. 
IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 


Entire or Su 








SHOE STOCKS BOUGHT 


Complete or Part 
Wholesale or Retail 
BARIS SHOE COMPANY, Inc. 


j 79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180, 518! 

















. Plan a Promotion Program 
[CONTINUED FROM PAGE 28] 


us will get a hearing. There is no 
monopoly on style in footwear. 

There has never been a time when 
shoe styles were more diversified, and 
in this era of the mushroom growth of 
the “pullover” business, with every de- 
signer going into his own business to 
conceive and produce them, there is 
likely to be even wider diversification. 
Pattern expense is responsible for the 
recent failures, or reported liquidation, 
of several of our higher grade shoe 
manufacturers in New York. The 
same unfortunate situation will catch 
up with retailers, if wo do not attempt 
to check it. 

The individual merchant in his good 
judgment at the time of selection can 
‘create “style” in his community, if 
there is any sense to the selection at 
all, if he would only believe in it strong- 
ly enough to move him in the direction 
-of a deliberately planned promotion. It 
calls for no greater outlay for adver- 
tising, but it cries out for concentra- 
tion. One of the most effective retail 
shoe advertising campaigns in New 
York that we know of occupies no 
greater average space than single col- 
umn, two or three inches, but the 





MERCHANTS’ NEEDS 








Write for 
Samples 
and Prices 


Lads 


.S 
piss Pos 
D 
Ede 
Sor 
wo 
a® 49 
bh Get acquainted with the 
9° ident display material that 
$ on fad pleated. * Made of vaaber 
@ Disp composition. 
$ Uncthers MATEX 
$ Shrometaifiex PLIOFILM* 
: Rona Neveltiet Clear @ Opaque @ Printed 





N.Y. - - - - - - 130 W. 46TH ST. 
CHIC.—6 E. Lake St. ST. LOUIS—De Soto Hotel 
“Trade Mark Reg. Goodyear Tire & Rubber Co. 





advertisements appear consistently, and 
this is a very profitable retail business. 

Incidentally, there is considerable to 
be said in favor of small advertise- 
ments over the signature of a specialty 
shoe store. The one advantage that any 
specialty store has over a department 
store is the fact that as a result of 
specialization, the collections of styles 
may be expected to be more authenti- 
cally correct, coupled with the assured 
advantage of personalized service. It 
breaks down the intimate character of 
a specialty store when we attempt to 
gain visibility, for what we are lit- 
erally “yelling” about for the moment 
with printers’ ink. In the ordinary 
course of events, the make-up man on 
any newspaper generally “floats” the 
small size advertisements to the top of 
the page and we gain the visibility 
without the expense of commanding it 
with the larger “smash-hit” ads of a 
jerky advertising schedule. 

We have been told that the one 
objection on the part of the average 


‘retailer to the practice of a merchandis- 


ing plan calling for greater concentra- 
tion on a few individualized promo- 
tions is that it restricts potential 
developments among his clientele, who 
require a broad range to select from. 
That objection might be met by the 
reminder that our responsibility to the 
community, if we are to survive, is to 
attempt service to the whole of it, with 
merchandise of a manner that will 
serve some parts of their shoe require- 
ments, rather than to attempt “whole- 
hog” service on the requirements of a 
small part of the community. 

In conclusion, let us consider the 
advantages of promotional concentra- 
tion on the mechanics of merchandising. 
First, it makes for a higher rate of 
turnover, resulting in more liquid stock 
and the requirement of a smaller capi- 
tal than if we were attempting to “bat 
all over the lot.” There is little net 





Pou Shoe 


OLDER, 
Pat. Pending 
Shows arch supports, brands, 





golf shoes and 


fibre soles properly. Holds shoes in up- 
rant position. Practically invisible when used. 
¥ Il never topple over. For men’s and women’s 
shoes. 


$3.00 per dozen $1.65 per Y2 dozen. 


M. D. POLLINGER CO. 
Holland Bidg., St. Louis, Mo. 














For Spats and 
Shoe Ornaments 


wy Also our newest patent 
zipper spat. 


MANOLIS 
Manufacturing Company, 
4246 N. Crawford Ave., 
Chicago, Ill. Side Line 
Salesmen Wanted. 


















profit to be derived from action on a 
line of shoes that is made up of a sin- 
gle pair to a size. Tag-ends of short 
lines clutter up the store and represent 
the profit that we may have otherwise 
gained if those pairs could have been 
sold at the original mark-up. Why 
don’t more of us face up on the sit- 
uation, which everyone is the retail 
shoe industry is familiar with? 





E-J Awarded Large 
CCC Contract 


Boston, Mass.—To the Endicott- 
Johnson Corporation has been awarded 
a contract to make more than $1,000,- 
000 worth of shoes for the Civilian 
Conservation Corps. The order includes 
399,502 pairs of shoes, part being ser- 
vice shoes of the type known as “B”; 
the remainer being Type “E.” For the 
former type, bids ranged from $2.86 
to $3.25; for the latter, from $2.565 to 
$3.12. The original advertisement for 
bids, sent out by the Boston Quarter- 
master Depot, specified that bids should 
cover 270,046 pairs of each type—a 
total of 540,092 but the final award 
was decreased by about 140,000 pairs. 





Lebowitz with 
Arnold Constable 


NEw YorK—Allan Lebowitz, former- 
ly assistant buyer for the Wise Shoe 
Company chain, recently severed his 
connection with this outfit to become 
associate buyer of moderate-priced 
shoes at Arnold Constable, where he 
worked with Jack Byrnes, buyer of the 
moderate-priced women’s department, 
and buyer of men’s and children’s 
shoes. Mr. Lebowitz was previously 
associated with the Panor Shoe Com- 
pany of Des Moines, Iowa. 
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Information Wanted 


An inquiry has been received by the 
Inquiry Department of the BOOT and 
SHOE RECORDER, regarding the name 
of the manufacturers making the shoe 
called “Baby Moc.” 

Will anyone having this information 
kindly write the Inquiry Department 
c/o BOOT and SHOE RECORDER, 239 
West 39th Street, New York? 





O’Donnell Salesmen Meet 


HumsBotpt, TENN.—The salesmen of 
the O’Donnell Shoe Company were in 
attendance at a recent sales meeting at 
the company’s factory in Humboldt, the 
meeting being conducted by the sales 
manager, R. E. Sherrington. At this 
meeting the company’s new lines were 
presented to the men and were received 
very enthusiastically by all. 

In addition to their lines of “Propr- 
Bilt” shoes for children and “Aristo- 
crat” riding and field boots for men 
and women, the company gave the men 
a new line of men’s shoes to be carried 
in stock and specifically styled for the 
moderate-priced retail field. At the 
same time the new line of women’s 
Sbiccas and welts were given to the 
men. 

The salesmen in attendance were 
Frank R. Morris, Hilary McCarthy, 
W. H. Sampson, E. A. Fox, A. J. Sheri- 
dan, L. J. McWaters, Carl T. Smith, 
W. W. Mitchell, F. S. Schott, C. R. 
Dobson and J. C. Epler. The men are 
now in the territories and feel very 
enthusiastic over the prospects for all 
lines. 

Wm. M. O’Donnell and R. E. Sher- 
rington had the men who travel out of 
the St. Paul office into a meeting at 
St. Paul, October 8 and 9, and pre- 
sented the new lines to them at that 
time. 





J. C. Schlenker Retires 


BuFFALO, N. Y.—John Christian 
Schlenker, for 51 years in charge of 
Sattler’s shoe department and before 
that a shoe retailer in business for 
himself, retired, September 30, with a 
year’s bonus from his company and 
an assurance from John G. Sattler of 
being taken care of personally for the 
rest of his life. 

Mr. Schlenker bore the distinction of 
being the oldest retail shoe salesman 
in western New York at the time of 
his retirement. Last Summer at the 
annual outing of the Buffalo Shoe Re- 
tailers’ Association he received a hand- 
some prize. Last year, Mr. Sattler on 
the occasion of Mr. Schlenker’s fiftieth 
year with the company presented him 
with a beautiful gold emblem. 

Mr. Schlenker is 84 years of age but 
is still in active health and vigor. He 
probably knows more customers by 
name and their shoe wants than any 
other shoe salesman in Buffalo. Scores 
of people will have no other salesman 
to fit them. 
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A Buying Guide 


BOOTS AND SHOES 
ARNOLD, M. N., SHOE CO., So. Weymouth, Mass...............0 0000 0c ceca ees 37 
PAS e ps Po Se ON ABI... oi dicen le eas ede ee 46 
BROOKS SHOE MFG. CO., Philadelphia, Pa...... 0.0.0.0. ccc cc ccc cee cece cuees 4 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass............. 000000 ccc ccc eueees 48 
DANVERS SHOE CO., Newburyport, Mass.........0.0.0.00.00 cc cece cece ececceuees 46 
ENDICOTT-JOHNSON CORP., Endicott, N. Y.........0..0 00.0000 cece cee eeeecees 4,5 
FAr rt BOP Os CWIGONO TNS, 5 oie cnc cc atc c eg ebccecs cuusieeecon 12 
FRIEDMAN-SHELBY SHOE CO., St. Louis, Mo.........000.0 0.00 c ccc cece eeeeeee 6 
GILBERT SHOE COMPANY, Thiensville, Wis............... REECE RS ae re o ! 
GREAT EASTERN SHOE CO., Boston, Mass.............00. ccc ccc cuceuccuceeceeees 48 
GREEN SHOE MFG. CO.., Boston, Mass...............00000055 Rises are Back Cover 
HOOD RUBBER CO., INC., Watertown, Mass .... 0.00.0... c ccc cc ceccccccccuuee 10 
SORPTION PU iio) 055 5 icon ncn nose ec ccecscdcc oo co cesnae Gunso pew aeaeos 50 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind..................... 7 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass...........0.00.000-cecceceeee 44 
Ce GRC NNR oo ee ee Mat bina 44 
a ANNE RUNS. 5 oie os Foie eee soe cca Fa Reale es Pe ase 44 
apeeme creams mee Gre. Olmos, Wis... coc cc ck ne ccc whee etcececnces 45 
SRT ees Mis Mera FOODIE, NOLS. kc ics cece eck eee OR 48 
SCHWARTZ & HERDER, INC., Philadelphia, Pa..... 2.0.0.0... 0.0 ccc cece cee 46 
TWEEDIE FOOTWEAR CORP., Jefferson City, Mo.......... 0.00.0 cee cucu ueeuee 14 
UNITED STATES RUBBER PRODUCTS, INC., New York City.................. Front Cover 
WALL STREETER SHOE COMPANY, No. Adams, Mass..............00 000 ccc eeeeee in 
We Wes is I OT, CONE WAG, os soc cec icc cc cn ccc cbece et cee ceed aceeas 48 
LEATHER AND OTHER MATERIALS 
ALLIED KID CO., Boston and New York City.................. FEU aatincw? isa ee 
AMER, WILLIAM, CO., Philadelphia, Pa..................... cece see... s.3ed Cover 
COLONIAL TANNING CO., Boston, Mass..............0..0..0 (occ ceccececeee 2 
GOODYEAR TIRE & RUBBER CO., Akron, O........0 00000000 cece ences 27 
HUBSCHMAN, E., & SONS, Philadelphia, Pa................................2nd Cover 
nn OE TON DOR oe hide beluc onc livccietdc. 3 
pennemuemmean Cu., Cotenn, Maes... cd. ec ec leka de ck le ceecdewne 47 
RICHARD YOUNG & CO., New York City. ....... 0.0 ccc cdcccc ces cctceee 42 
SURPASS LEATHER CO., Philadelphia, Pa........0 02.0 eee 8, 9, 42 
THOMAS TAYLOR & SONS, Hudson, Mass..... 000000000 e cena 43 
VAN TASSEL LEATHER CO., Norwich, Conn.............0 00. cc ccc eee eee cee eees 4 
ee A NO Od, oe eh ecard ce ee: 42 
MACHINERY, LASTS, MFRS.' SUPPLIES, DRESSINGS, ETC. 
EVERETT & BARRON CO., Providence, R. |... ccc ccc cee eee en ees 35 
LITTLEWAY Pi@Gess GO. Boston, Macs... 5 oi ionic cc cence ceeccies 49 
SPAULDING FIBRE CO., No. Rochester, N. H................0 0 cece cece ee eeeeee 3 
UNITED FAST COLOR EYELET CO., Boston, Mass................0.2000.0000000 eee 34 
UNITED SHOE MACHINERY CORP., Boston, Mass.................0..000-0 000. 33, 51 
STORE EQUIPMENT AND FINDINGS 
MAHARAM FABRIC CORP., New York City...........0.00000 0000 ccc ccc cece eee 53 
MANOLIS MANUFACTURING CO., Chicago, Illl..........00.0000000000000000202-. 53 
NATIONAL VULCANIZED FIBRE CO., Wilmington, Del........................... 46 
POLLNVOEn, Me a GO. Stemtord, Conn... 6.6. a eI ee 53 
PITTSBURGH PLATE GLASS CO., Pittsburgh, Pa.......0 00.00.00 29 
SGru Were oo, WEG. Chidago, We es Se 40 
Sees See aes, AM, 00. 8 oe ae eee 38 
MISCELLANEOUS 
MARin Brita Comet, Now York Chic coos. coc cc cc occ devecdccue. 53 
I Ue tie ee 53 
KIRSCH-BLACHER CO., INC., New York City.....00 2.0000. cece ccc cece cece eee 53 
TOLMAN-DAVIDSON ADVERTISING PRESS, INC., Boston, Mass................... 44 
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Built-in quality is more than a slogan with D. Myers & Sons. 
It stands for a manufacturing ideal —an exacting require- 
ment with every manufacturer who supplies shoes for this 
highly successful firm. The quest for quality led Myers execu- 
tives into a study of the merits of Compo Shoes, and with this 
result: The number of pairs of Compo Shoes sold by Myers 


has run high into the millions—and is increasing constantly. 


tHE Roney 
Black or white satin with 21/8 Con- 
tinental heel. Widths N & M. $2.10 


tHE Astrid 


Blue and black gabardine with patent 
trim. 20/8 Continental or 16/8 Cuban 
heel. Widths AAAtoC . . $2.10 





ASTRID 


4-10 


quality of D. Myers Shoes 





THE Savoy 

Black suede with patent trim, and 
blue or black gabardine with patent 
trim. 21/8 Continental heel. Widths 
MAN @G. «os. es SRO 


THE Glenbrook 


Blue or black gabardine with 20/8 
Continental or 16/8 Cuban heel. 
Widths AAAtoB. . . . $2.50 


Page | 


IN EVERY SHOE 








There is only one way to account for a success like this. Women 
prefer the distinctive features of footwear made by this most 
modern method —the trim lines —— the flexibility which gives 
greater comfort. The four models shown are all genuine Compo 
Shoes —excellent examples of the hundreds of smartly styled num- 


bers carried in stock at all times by D. Myers & Sons, Inc., Curtain 


& Sherwood Ave., Baltimore, Maryland. . . . Samples on request. 





GLENBROOK 





In demanding built-in quality Myers insists on genuine Compo 
Shoes, made on Compo Equipment and bonded with Compo ad- 


hesives, formulated by du Pont for Compo Shoes exclusively. 


Ome( 
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G. LEVOR & CO., inc. 


Tanners over 60 Years 


GLOVERSVILLE NEW YORK 
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DREW “ARCH REST” TRADITIONS 


MUST BE CONTINUED 















—continued with the same splendid Craftsmanship that has 
% made Drew “Arch Rest” shoes an outstanding value at $8.50. 
a Now retailing for $7.50, “Arch Rest” continues to maintain its 
\\ national acceptance. It still possesses the same high character 


-* of shoemaking, brilliant interpretation of style, and accurate 
Xi. & P 


a o fitting qualities. 
\ ve With a background of Thirty-Seven years of Successful Shoe- 


\ making, Drew “Arch Rest” will again this season merit and 

deserve its popularity. The 1937 Fall Line is a most complete 

group of women’s fine tailored type welts, which is causing 

\ many enthusiastic merchants to say: “They are better... . 

ee Finer made than ever. . . . We compliment you!” Supple- 

mented by an additional line of three week make-up styles, 
“Arch Rest” offers you an excellent merchandising program. 


| You will profit by the Irving Drew policy . . . a full merchan- 
+ dising plan will be sent at once. Write today for the 
a9 DREW ARCH REST franchise. 





THE 


IRVING DREW CORP. 
PORTSMOUTH. OHIO 


Room $16-—Hotel McAlpin, New York 


Mr. Geo. P. Utley, 


Be ecg, 


and Eastern Representatives 


“DANTE” No. 7518 
Black Suede Tie—Patent Trim 
16/8 Continental Heel 


AAAA to C: 4'y £0 onne...$4.35 See our display National Shoe Fair, January 


3, 4, 5, 6, Hotel Stevens, Chicago, Room 636. 


TRADITIONALLY FINE SHOES SINCE THE TURN OF THE CENTURY 
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WIRE OR CALL 
FOR YOUR COPY 


As style trends take shape for 1938 these two facts stand out... 


Never before has color been so important in shoes. Never before has 





it been so necessary to know what colors are going to be correct. 


You will naturally look to Colonial as color headquarters for such in- 
formation. And we are ready for you with an advance 1938 swatch 


book that is hot off the press. 
In it you will find the whole range of recommended colors of Colonial 


Patent for your spring and summer lines . . . and they are gorgeous! 
Address your request, please, to our Dept. R. 


abe aaah a 





COLONIAL TANNING COMPANY, 207 SOUTH STREET, BOSTON, MASS. 
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Goodrich 


SANDALS 


Increase Dealer Sales and Profits 
Provide Features People Want 


cUNTOGS 


BY GOODRICH 


® Colorful — Correctly Styled 









© Comfortable— Practical 
@ Bux Upper Fabric 
® Hard Lacorin Sole 








Ors 


A Popular Priced Line of 
Smokrepe Sole Sport Oxfords. 


G 











So eS Rn ee Ne aaa 
B. F. GOODRICH COMPANY, Footwear Division, WATERTOWN, MASS. 


Branches at: Atlanta, Ga.; Baltimore, Md.; Boston, Mass.; Chicago, Ill.; Cincinnati, O.; Cleveland, O.; Dallas, Tex.; Denver, Col.; 
Detroit, Mich.; Kansas City, Mo.; Los Angeles, Calif.; Minneapolis, Minn.; New Orleans, La.; New York, N. Y.; Philadelphia, 
Pa.; Pittsburgh, Pa.; Providence, R.I.; St. Louis, Mo.; Salt Lake City, Utah; San Francisco, Calif.; Seattle, Wash.; Syracuse, N.Y. 
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STRENGTH 
SECURITY 
ECONOMY 







UNISHANK 


BREASTLOCK 
HEEL 





UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 


The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 






















Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. 






UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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MADE YO RETAIL AT 19° TO 139 


(according .t6 construction) 
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ENDICOTT JOHN SON IS F IRST to offer shoes as fine as these 


new SUN KIX to retail at so low a price. They have quality features 
you won't see in any similar line... novelty features that will make them 


literally “walk” off your shelves. 


SUN RIX are amazingly durable, colorful little shoes with a genuine leather insole. 
They're comfortable as house slippers... smart as the smartest Summer 


street shoes .. . so inexpensive that every woman in America will want them. 


If you operate a bargain basement or a retail chain... 
if you're a jobber or a retailer ... you can do a smash business 


on SUN KIX in 1938! 


Read more about them on the following pages: 











* : q 
AY are the 1938 phase of a style-trend that’s been growing for years. It started 


when flat heels came into\vogue ... when women began to wear ‘‘¢gasual” shoes throughout the day. 
Last year, chain stores, jobbers, retailers, did a tremendous volume on shoes somewhat similar to these 


SUN KIX\even thoaghithey retailed at a considerably higher price. 


Girls arid Womtenwillbuy shoes to mateh everyySunimef costume IF THEYCAN FIND 
INEXPENSIVE ONES. SUN KIX are the type that's in demands 
: -AtS1.00 10 $1.39, they'll be the biggest volume-sellers 













Growing Girls’ Colored Kilties a 

4651—Blue ‘Oxford, ae 

White Trim. Growing Girls’ White Kiities 
4656—Brown Oxford, 4650—White.. Oxford, 
White "Trim: White Trim. 

Both in Sizes 3-8 . 73¢ 4652—White. Oxford, 


Blue Trim. 
4653—White..Oxford, 


Red Trim. 
All in Sizes 3-8... 73c 




































._} 
ANG offer the jobber or retailer the biggest selling opportunity he’s 


had in years! Girls\and young women will wear them for school/and play. Women 
will wear them to \work, to. the beach, for sports, in the house and on the street. 
They'ré,the type of shoe that every womin wants for Summer 

... and at this phenomenally low price, women, will buy 
several pairs, at a time to wear with each different 

@ enseruble. SUN KIX WILL, BE THE SHOE 
CRAZE FOR 1938! 


Women’s Wood Heel 
T-Strap Sandals 
4660—White Sandal, 
White Heel and Trim. 
4661—Blue Sandal, 
White Heel and Trim. 
4662—White Sandal, 
Blue Heel and Trim. 
All in Sizes 3-8 . . 79c 
WRITE FOR VOLUME PRICES 


Women’s Wood Heel, 
Wide Tongue Moccasin 
4666—White Moccasin, 

Blue Heel and Trim. 


ae wiTH GENUINE 
een NEATHER INSOLES 






etd" ow 
yo® a aie ine! } s\ 
40? iPod 


White Heel and Trim. 
All in Sizes 3-8"... 79¢ 









© sei 
WRITE FOR VOLUME. PRICES eee wes! eed oper 
yoo, cornet r0P ot? iatt® s) 
weit be aot " all 











RY \\ 
are made to retail from $1.00 to $1.39, according to construction. 


Their many quality features)will not be duplicated in any similar ling you may see, regardless of price! 


They'll be\ready. for\fast delivery from stock in December. .. in plenty of time for early selling 
in the South. \Retailersynay secure quick service from the complete stocks that will be carried 


at Endicott) N. ¥. . +, St. Louis, Mo. . .. and New Yom a4 


IF YOU'D LIKE 10 KNOW MORE ABOUT THEM, 
WRITE TODAY FOR FURTHER INFORMATION OR 
_ ASK FOR A SALESMAN TO CALL WITH SAMPLES. 


















Women's Kiltie Oxfords 


4663—White Oxford, 
White Heel and Trim. 
4664-Blue Oxford, 
White Hee] and Trim. 
4665—Brown Oxford, im: 
White Hee) and Trim. 
All in Sizes 3-8 . . 79c 
WRITE FOR VOLUME PRICES 


wiTH GENUINE 
VEATHER INSOLE? 








Misses’ and Child’s Kiities 
465142—Misses’ Blue 
Oxford, White Trim: 
Sizes 1242-3... . 68c 
4651'%4—Child’s to fol- 
low. Sizes 8-12 . . 63c 
465242—Misses’ White 
Oxford, Blue Trim. 
Sizes 1242-3... . 68c 
4652%—Child’s to fol- 
low. Sizes 8-12 . . 63c 
WRITE FOR VOLUME PRICES 
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SOFT BOX TOE 
AND COUNTER 
MATERIAL 


For Shoes in which special 


flexibility of Toe and Counter 


is desired 


This material gives extra pliability to 


the heel and toe portions of shoes. 


The use of this material in children’s 
shoes is the logical means of secur- 
ing desired strength with more than 
ordinary flexibility at toe and heel. 
Shoes made this way will appeal to 


parents for young and active feet. 





UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ae a 1936 ” 
8,500 PAIRS oF RED cross SHOES PER DAY 


WM ovembec 193 Z as 


12,300 PAIRS 


OF RED CROSS SHOES PER DAY 


THIS TREMENDOUS PRODUCTION WILL ENABLE US TO 
MAKE PROMPT DELIVERIES FOR SPRING 
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THIS TREMENDOUS PRODUCTION WILL ENABLE US 
TO MAKE PROMPT DELIVERIES FOR SPRING! 


And your Red Cross Shoe representative is coming 








with more good news. He will show you some real 
surprises in the new Red Cross Shoe line that mean 
sales and profits beyond your most optimistic expec- 
tations. Sensational new lasts and models, smarter 
styles——quality supreme. Backed by a bigger, more 
powerful advertising campaign that will create a de- 
mand never before equaled for one brand of shoes! 


We are backing you to the limit for 1938! 


THE UNITED STATES SHOE CORPORATION - CINCINNATI, 0. 
MAKERS OF 


RED GROSS SHOES 


*See startling announcement of a new shoe creation on pages 16 and 17, this issue. 
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NOTICE! 


To ALL SHOE MANUFACTURERS 
AND RETAILERS 


SCHWARTZ & BENJAMIN, 47 West 34th 
Street, New York City, manufacturers of 
Customcraft Footwear, have patented 
the design of their ‘V-Neck’? Pump. This 
patent is registered with The United States 
Patent Office at Washington, D. C. Regis- 
tration number 106,644. 


The United States Shoe Corporation of Cin- 
cinnati, Ohio, manufacturers of Red Cross 
Shoes, have investigated the validity of this 
patent—and have been granted an exclusive 
license to use the Schwartz & Benjamin 
patented design of the “V-Neck” Pump. 


This is a notice that Schwartz & Benjamin 
will fully protect their patent on this design 
and will prosecute any manufacturer or 
retailer infringing on it. 





SCHWARTZ & BENJAMIN 


| 47 WEST 34TH STREET, NEW YORK, N. Y. 


Members of The Shoe Guild 
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| Ms Sensational Opera Pump A 
ya, 
(ustomera a ensationa Tae! ump C uccess . . 


THE VNECK 
DESIGN 


(NATIONALLY ADVERTISED AS “FLIGHT”) 
1s MmOwW available In 


RED CROSS 
SHOES 


Through special arrangement with Schwartz & 
Benjamin, Inc., owners of U.S. Patent No. 106644 
covering the V-neck design in women's shoes, the 
rights to reproduction of this design have been 
leased erclusively to the United States Shoe 
Corp., makers of the famous Red Cross Shoe! 
The success of this revolutionary Custom- 
craft style will carry on—under the banner 


of Vico commanding names in shoes! 


NO MORE OF THIS 


NOW IT’S THIS! 








| fF 
if 
iy 
Hi, 
F 
q 
i 


Ere Ss 





Page 8 





BOOT AND SHOE RECORDER, October 23, 1937 


Fashion Guild Show will find 
‘Lastex’ yarn starred again 





ef om 


* STRETCHABLE LEATHER 

* STRETCHABLE GABARDINE 
* STRETCHABLE SATIN 

* STRETCHABLE MESH 


All made possible by Sf aster” 


These sensational successes in new and revolu- 
tionary shoe materials will be on display at the 
Spring Style Showing of the Shoe Fashion Guild 
of America, Hotel Biltmore, New York City, No- 
vember 1, 2 and 3, 1937. Original models by the 


foremost American manufacturers of high grade. 


shoes will incorporate these various applications 
of the “Lastex”’ technique for producing the per- 
fectiy fitted and perfectly comfortable shoe. 

A full line of other original creations will be 
on display during the Show in the showrooms of 
Alfred Vamos, 450 Marbridge Building, New 
York City, including models executed in en- 
tirely new materials, made with “‘Lastex” yarn, 





REG. U.S.PAT.OFF, © 


An elastic farn manufactured ff 
Rubber Products, Inc., 1790 \ 








* * * 








and especially developed for the Spring season. 

All approved shoe materials made with 
““Lastex’”’ yarn, whether leather or fabric, are dis- 
tributed to the trade through Alfred Vamos, the 
inventor of stretchable leather and stretchable 
gabardine, at the address above. 

See these displays, or ask your suppliers about 
“‘Lastex” yarn in shoes. No man or woman con- 
nected with the manufacturing, selling or ad- 
vertising of shoes for men and women, in any 
capacity, can afford to be without accurate and 
up-to-date information on the uses and advan- 
tages of ‘‘Lastex” in footwear. Write the address 


below for general information. 


-sTHE MIRACLE YARN THAT MAKES THINGS FIT 








‘ i) exclusively by United States 


} Broadway, New York City 











BOOT AND SHOE RECORDER, October 23, 1937 











PUBLIC WARNING 


The H. C. Godman Company, Columbus, Ohio, owner of the 
entire right, title and interest in and to the United States 
Letters Patent to Bruce H. Crompton, No. 1953048 issued on 
January 27, 1934, hereby gives due and public notice and 
warning to all shoe manufacturers, wholesalers and retailers 
that it has, on the 14th day of October, 1937, filed a Bill of 
Complaint, in the United States District Court for the South- 
ern District of New York, against the Bata Shoe Company, 
Inc., of New York, New York, for infringement of the said Let- 
ters Patent, demanding an injunction, at first pendante lite 
and thereafter permanent, from further infringement of said 
Letters Patent and for an accounting for profits and damages. 


The said Letters Patent deals with the use of a support for 
the metatarsal arch of the foot. This support is in the form 
of a readily detachable button of resilient material, inter- 
posed between the sock lining and the inner sole of the shoe 
and positioned so as to support the metatarsal arch of the foot. 


It is the express intention of The H. C. Godman Company, 
not only to prosecute all infringers of the said Letters Patent, 
but also to warn others who might be unwittingly deceived 
but, who, by this notice and warning, are charged with knowl- 
edge of the said Letters Patent and the intention of The 
H. C. Godman Company to protect its rights therein. 


THE H. C: GODMAN COMPANY 


COLUMBUS, OHIO 


By WARREN H. F. SCHMIEDING 
Attorney and Counsel at Law 

3050 American Insurance Union Building 
Columbus, Ohio 
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DON’T BE LEFT AT THE POST! 


Nothing is more important to a shoe dealer than the lines he carries . .. upon them rests the future 
of his business. It is important, therefore, that retailers keep posted on developments in the 
industry . . . for change is as inevitable in the shoe business as it is elsewhere. Many merchants 
have sensed that an important change is taking place now . . . a shifting in public favor . . . for 
Florsheim Shoes for Women are the fastest growing line of quality footwear for daytime purposes in 





thecountry...a condition that will continue because Florsheim quality, fit, style and value make it 
acertainty. Smart merchants everywhere are writing for the Florsheim representative to call with 


our Spring and Summer line. . . if you would like to see him we suggest that you drop us a line now. 


« 
In Stock. THE LIONETTE, W-410, IN BLACK SUEDE; ALSO 


IN BROWN SUEDE, W-411. A FLORSHEIM BROGIE. 


TO RETAIL AT 7 + ag A FEW STYLES HIGHER 


SHOES FOR WOMEN 


Manufacturers © CHICAGC 


THE FLORSHEIM SHOE COMPANY - 





